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It is a Mistake 


to not advertise your Resort, Hotel 
or School, and a big one to not do so in 


.. THE... 


St. Lowis Republic. 3 


JUST THINK—Thirty Thousand St. Louisans visit the differ- 
ent Summer Resorts each season. About one- 
tenth of this number attend Schools and 
Colleges outside of St. Louis every year. 
These are the folks you want to reach. 

The REPUBLIC is the recognized medium for this class of 
advertising. It circulates among people who 
are well-to-do and most likely to patronize a 
Resort or College. 

*$00@OE> O~DOCe--- 


INFORMATION BUREAU. 


Full particulars concerning Accommodations, Rates, Attractions, Trans- 
portation and varied information not found in booklets and circulars of any 


Resort, is supplied upon application, without charge 
Tue Repustic has compiled a large fund of this information and is con- 


stantly accumulating more. 
This bureau will make it particularly advantageous to Managers 
of Resorts to be represented in The Republic's advertising columns. 
Estimates quickly furnished by 


THE REPUBLIC, St. Louis, Mo. 


Or at New York Office, 146 Times Bidg. 
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They AIl 
read 
the | 
local : 
paper 


—men, women and children. The entire J 
family, also the visitors. The BABIES will > 
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as soon as they learn how to read, which 


won't be long. It is an undisputed fact that 


est hen nae 


ta the local weekly reaches everybody in the 


town. 
a The 1450 local papers of the Atlantic 
Ss Coast Lists pretty thoroughly cover the New 
England, Middle and Southern States. 
teed They are read weekly by more than one- 
; sixth of the entire reading population of ‘a 
08 ye) the United States living outside of the large 
| cities. 

One order, one electrotype does the 
business. Catalogue for the asking. 
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ATLANTIC COAST LISTS, 


134 Leonard St., New York. 
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ENTERED aS SECOND CLass MATTER AT THE NEW York, N. Y., Post-Orrice, JUNE 29, 1893 


Vol. XIII. NEW YORK, 
ONCERNING GROCERS AND 
BUTCHERS. 
‘By Foel ‘Benton. 


I want to return to a topic on which 
| have once slightly expatiated—for 
hing, like advertising, prospers by 
teration. The matter concerns gro- 
cers and butchers and fish dealers al- 
st exclusively, and I should be glad 
to draw out the opinions of even one 
from each class on a custom that is 
ymmon to the three classes named. 
Let me ask them why it is that they 
make so universal and liberal a dis- 
play in the front of their stores and 
n the sidewalk er street of their very 
perishable and easily damaged goods. 
Of course they are advertised by so 
loing, but at a very great expense, or 
at a really regrettable loss or damage 
to somebody 
rhese tradespeople wish to attract 
uttention, and are anxious to show the 
public, represented by the passer-by, 
that they have the best fruits, fish and 
food that the market affords. So they 
take their very best samples and place 
r suspend them where they catch al 
e dust and dirt of the street, besides 
flies and winged feeders prevalent 
n front of such stores. 
Go through Vesey street, in this city, 
for instance and see the tea boxes and 
ffee boxes, the tea itself finely pul- 
zed often ; the cakes and biscuits ; 
sugared and sweet things, etc., 
vhich one would say should not only 
covered up but should—many of 
n—be sealed up from the air, left 
de open and exposed to the heat, 
rt and blazing light. Would a 
lrawing’’ from that powdered tea, 
fter standing out in this way for three 
rs only, be entirely what it should 
And if it stands out for days and 
eeks, as no doubt it usually does, 
ho can guess what automatic, un- 
flavorous and unwholesome adultera- 
ms must take place with it? 
Even the bottled and canned goods, 
which, perhaps, suffer least, get un 
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duly heated by this almost universal 
exposure, and are soiled outwardly in 
a very brief time. Fish soon become 
stale and destroyed, and vegetables 
and berries age and wilt visibly every 
hour. Some of these things must, in 
fact, be kept as signs while they pre- 
serve any attractive look whatever, 
when they must be thrown away to the 
refuse heap, or, if sold, advertise the 
store so much in the wrong direction 
as to drive those particularly victim- 
ized customers away for all time. 

I passed a new, clean and particu- 
larly well managed butcher shop the 
other morning where some fine hams, 
bacon, and the usval half-dressed 
trunks of calves and sheep were deftly 
suspended in the oxthodox way. The 
wind was filling the air with fine, im- 
palpable dust from the soil and refuse 
of the dry street, so that no small 
amount must have imbedded in 
these prospective viands before the 
day was done. Now, either the 
butcher was to throw away these sev- 
eral hundred pounds of choice meat 
within a few days, and put another as- 
sortment of the same kind in its place, 
or he must sell it very soon and impose 
on a large number of his confiding 
customers 

It seems to 


been 


me there is more than 


one objection to this long existent 
fashion ; and, in addition to all that 
may be said defensively of it, the 


fashion doesn’t appear to be at all 
necessary. People may forget certain 
kinds of dry goods and the various 
novelties ; but they don’t forget their 
dinner. If there were painted signs, 
or sculptured models (like the porce- 
lain egg-heap, say), made in perfect 
color and form of each class of these 
goods at the proper season, and placed 
conspicuously at the store’s front, why 
wouldn’t all the advertising purposes 
be even better served than they are 
pow? The dealer’s advertisement in 
the papers could tell with force why 
he had made this new departure, so 
that his rivals would be forced to follow 
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him, or to confess to a less scrupulous 
care of their best wares, which would 
prove them to be inferior. 

And there is another consideration. 
One who enjoys carnivorous foods, es- 
pecially doesn't wish to see whole 
bodies too much resembling his own 
anatomy suspended before him in a 
ghostly manner. The table-provider 
will know what he wants, when he sees 
the less suggestive separate piece that 
he seeks. And all our meals taste 
better when we—who are not obliged 
to know—drop the curtain over a con- 
siderable part of what is precedent to 
them. Is not here one of the conceal- 
ments which a finer civilization should 
make possible for us—particularly if 
it means to both seller and buyer an 
enhanced neatness and economy? 


+o 
ABOUT CIRCULATIONS. 


What is the meaning of the word 
‘circulation '’ to advertisers ? 

Venders of advertising space seem 
to have unique ideas of the proper 
significance of the term, and this ap- 
plies not only to some newspaper pub- 
lishers, but to the clever circulation 
manipulators who boom ‘‘ L.”” road and 
certain surface car lines. 

Circulation, in its bare, ‘‘ honest ’’ 
interpretation, means, when applied to 
a newspaper or other publication, the 
number of papers actually sold or oth- 
erwise distributed to individuals, The 
number of copies printed, the amount 
of paper certified to having been used, 
or the publishers’ or printers’ affidavits 
concerning same, don’t amount to a 
hill of beans beside the actual bona 
fide circulation as above defined. 

If a paper prints 50,000 copies and 
sells or circulates 21,300, its correct 
circulation is 21,300—no more, no less. 
We don't want to know how much 
paper was used in the issue ; we want 
to know exactly how many copies of 
the paper were so/d, after the returns 
have been deducted from the output. 

Newspapers that have several edi- 
tions during the day, and ‘‘bunch” 
their circulation in generalities, want 
careful watching. The actual circula- 
tion of all the editions is no evidence 
of the correct circulation. 

For instance, the writer frequently 
buys a morning Wortd, and two, three, 
perhaps four copies of the Lvening 
World, in different editions. The 
Worlds circulation is bunched at 
about half a million a day, but my 


purchase is counted five times over ! 
There are thousands do the same as | 
do, and there are a great many th 
sands who buy the morning and night 
edition of the World. 

But the World is not alone in this 
respect ; ‘‘there are others,’’ both 
and out of the metropolis. 

It might be claimed that, inasmuc! 
as I read five copies of the paper, | 
would see any advertisement there: 
five times, which would have fiy 
times the effect of one sight or reai- 
ing. To which I answer that if I saw 
a hat advertised in the Wordd, and 
termined to buy one, I would not pur- 
chase five hats because I read the ad 
five times. 

Newspapers that use coupons for 
any purpose whatever are not so good, 
from the advertisers’ standpoint, as 
newspapers that don’t. In such cases 
the paper is often largely bought for 
the coupons only, which are cut out 
and the rest of the journal thrown 
away. 

One sometimes sees a blowing sign 
on the Manhattan ‘‘ L”’ roads: ‘* Over 
3,000,000 passengers a week travel on 
thisline.”” ‘Taken literally, that means 
that every soul in the Greater New 
York travels on that line once a week 
The real meaning is that about half a 
million people use the road daz/; 
and, to come still nearer the truth, 
nearly every traveler on the ‘‘! 
rides back and forward, it means that, 
approximately, two hundred and /fi/ 
thousand individuals travel on thos 
cars daily. That is the correct basis 
of ‘‘circulation’’; no inflations, no 
multiplications for the sake of effect 
can be honestly infused into the state- 
ment. As well might I claim ‘‘12¢ 
people are fed every week at my 
house,"”” when, as a matter of fa 
there are but six of us, eating thr 
times daily seven days a week. 

The statement and the fact ar 
widely at variance, as they often are 
circulation matters. 

Joun C. GRAHAM 


—_ +9+—__—_. 
THAT LITTLE AD. 


There was a iittle ad 
That sang a little song, 
And sang it clearly, sweetly, 
To a willing, eager throng , 
The people gladly listened 
To each lucid, happy thought, 
Then hunted that merchant up 
And bought, bought, bought. 
++. 
Brains blended well with printers’ ink 
Can make the wisest pause and think. 








THE TALE OF A CUT. 
AN INTERESTING STORY OF HOW A 
)NVINCING PICTURE HAS BROUGHT 
\ SHIRT INTO DEMAND—IT HAD 
PREVIOUSLY SOLD VERY SLOWLY 
ND BEEN UNPOPULAR—NOW IT IS 
\PIDLY CROWDING OUT THE OLD 
rYLES, AND OTHERS ARE TRYING 
rO IMITATE THE SUCCESS OF THE 
/RIGINAL PIONEER. 
\ striking instance of what can be 
1e with one bright, well-conceived 
cut-idea is the experience of Mr. Geo. 
Bradford Tripler, the Nassau street 
furnishing goods man. Mr. Tripler 
eves his present little boom in the 
Juickputon Shirt is almost wholly due 
the ingenious design with which he 
s embellished his announcements. I 
illed on him the other day and he 
d me the following story: ‘‘My 
ideas are pretty well fixed about adver- 
sing. I have proved them to my sat- 
sfaction with a single experiment. I 
k up the one thing on my shelves 
hat seemed to drag, and have literally 
advertised it into a steady and stiff 
mand. I suppose most readers of 
the New York dailies have seen my 
ads of the Quickputon Shirt, with that 
ut illustrating the old and the new 
way of getting into a shirt. This is 
what I refer to: 





© ee Ae 





under the name of the ‘* Coat Shirt,’’ 
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months ago I conceived a little adver- 
tising campaign on its behalf. The pat- 
ent right was anybody’s or nobody’s, so 
I copyrighted the name Quickputon as 
one word to protect myself, and started 

I pinned my faith to the New 
York dailies, because, as I believed, 
they have a circulation all over the 
country, and I found I was right, for 
my mail orders come from a dozen 
States. I have sold several thousand 
dozens of the shirt right here in New 
York and vicinity, and it begins to 
look as if the old open-back shirt had 
got a right smart blow. All this, too, 
bas benefited my general trade. Peo- 
ple come into the store in answer to 
my ads and inquire for the Quick- 
puton, and often buy other things, and 
so become my regular customers. 

‘*In studying out my ad success, I be- 
lieve the cut did the business. It 
seems to just hit the nail on the head. 
I use about three inches single and the 
same double-column space in the Zven- 
ing Sun, Evening World, Telegram, 
Mail and Express and Press. 

‘*T also got up a little booklet which 
my clerks are instructed to hand to 
every caller. I think this is doing 
good missionary work too. This same 
shirt has been kept in stock by manu- 
facturers and dealers for several years 


























I use this design in three ways: 
Ist, in the single column ad only the 
t-hand outside figure ; 2d, in the 
ble-column ads the two outside 
and 3d, as above. These 
tures I have thoroughly identified 
th the Quickputon shirt, the only 
rt so named in the world. 
[ had kept this style of garment in 
k a good many years, and took an 
r to measure occasionally, but it 
® vays remained a slow seller on my 
lves. Now, it is the most sensible 
of all shirts, and about eighteen 


res, 





a very clumsy title, but after the novel- 
ty of it wore off there was no active 
demand. These dealers had tried to 
introduce it by means of signs, circu- 
lars, trade announcements, etc., but I 
was the first to use the regular chan- 
nels of advertising. I think I can 
claim to have pushed it into popularity 
in New York. I hear of several re- 
tailerson Broadway who are advertising 
it now; but my sales keep on increas 
ing and my full stock of all sizes and 
lengths is never unbroken a single 
day, while every mail brings in orders 
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to measure from all over the country. 
Like other pioneers I am reaping my 
reward. I am not and never was a 
large general advertiser, but I have 
every reason to be satisfied with the 
results of that cut with the Quick- 
uton. I think it did the business 
or me.”’ J. L. FRENCH. 


——_ +o —— 
THE RATE PER LINE. 


I have often wondered at the diversi- 
ties in the rate per line charged by 
different newspapers, and wondered 
still more what the average advertiser 
thought of them. 

Is it right to base the rate on circu- 
lation or class of circulation? Both 
may be right, but neither one would 
suit all advertisers. A five-cent puzzle, 
a cheap soap or brand of flour might 
get good results from the World's cir- 
culation. A Tiffany ring or a Shayne 
sealskin sack would not. The puzzle, 
soap or flour man could afford to pay 
the World more per line for Ais adver- 
tising than Tiffany or Shayne could, 
and would doubtless profit more by it. 

Reverse the positions, and try the 
Post, Telegram or Mail and Express. 
The ‘‘cheap’’ advertisers could not 
expect to get many returns from such 
papers though their rates are cheaper 
than the Word; but Tiffany, Shayne, 
ez: al. would certainly find such ad- 
vertising profitable. It is purely a 
question of c/ass circulation. Nearly 
all the people taking the three papers 
before named can afford to buy good 
articles. The Woria’s clieatage con- 
sists mostly of the poorer classes, and 
the same is true of many other metro- 
politan journals. 

Now the query arises, Does it pay 
the advertiser of high-class goods to 
advertise in papers that circulate almost 
exclusively among the poorer classes 
at an exorbitant rate per line? And 
will it pay the advertisers of five-cent 
novelties to advertise at half that rate, 
or less, in mediums that reach only the 
middle or aristocratic classes ? 

This consideration simply furnishes 
a key to the advertiser who does not 
already know what are the cheap, dear 
and useless mediums for his purpose. 

Circulation considered without re- 
gard to c/ass of circulation is reckoning 
without your host. 

Joun C. GRAHAM. 
Some le are as much afraid of letting 
their light ine as a stingy man is of burn- 
ing gas.—Ram's Horn. 


THE USE OF TRADE PAPERS 

In nearly all of the trade papers | 
have seen the advertising seems to |e 
strictly confined to the business or 
trade in whose interest the paper is 
published. Just why this is so does 
not appear, and it seems as if the use 
of these valuable mediums might |e 
extended. 

The desk manufacturer has his ad 
in every issue of the furniture papers, 
and he feels confident that this adver- 
tising pays. And so it must, for th 
papers he uses reach the dealers who 
sell the kind of goods he makes. But 
desks are needed in every store and 
office. If this manufacturer should 
advertise in the hardware papers his 
desks would be brought to the 
tention of many possible customers. 
And so with the dry goods or grocery 
journals. Lawyers and doctors are 
also purchasers of desks, yet who has 
ever seen anything but drugs and 
medical instruments advertised in the 
medical papers or law books in the 
lawyers’ papers. 

Even PRINTERS’ INK, which circu- 
lates in thousands of offices, has but 
one advertisement of desks, and many 
manufacturers of various kinds of 
office suppiies do not avail themselves 
of this excellent medium, which is 
read by so many who have need of 
their goods. 

Already there are signs of a break- 
ing away from the old custom. In a 
recent issue of one of the leading 
hardware papers, the /rom Age, there 
appeared a full page advertisement of 
a firm of printers, calling special at- 
tention to their facilities for catalogue 
printing. This strong appeal to a 
trade which makes a large use of cata- 
logues will undoubtedly prove protit- 
able. 

Every manufacturer should give this 
subject his careful consideration, and 
an increased use of the trade papers 
will probably follow. 

J. FRED WRIGHT 





HONESTY WILL PAY 


If the advertiser intends to do busin: 
for a week or a month, it is very likely h 
can make more prowit by lying; but if he i 
in business to stay, to establish a loca! © 
national reputation, and proposes to do b 
ness year in and year out, and leave his bus 
ness to posterity, he will find that hone 
will pay him. Honesty in advertising me.' 
permanency in business.—Dry Goods Bu/le- 
tin, 
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In Every Line 
| Of Business 


There are large advertisers 


who constantly use 


The Sun 


They are men known to be 
prudent and successful. If 
its space to them is valuable 


can you not make it so? 


The Sun 
New York 
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ONE INSERTION 


OF THIS ADVERTISEMENT. 


Vickery and Hill List 


OVER 600 CASH ORDERS. 


| co? | 


Take a minute to read the adver- 


tiser’s letter. It contains facts 


WORTH THOUSANDS 


to new advertisers—the experienced 
know where to place their business to 


Get Largest Returs Every Time. 


THE LETTER. 


C. E. Exuis, Esq., City: 

Dear Str—During the month of May we 
ceived from one insertion of the attached ad 
which was keyed, 665 replies from Vickery and 
Hill List. On summing up our entire adverti 
we find The Vickery and Hill List, by all o 
the best 1,500,000 circulation we can get for 
money, no matter how we may combine other 
diums to secure the aggregate circulation 
actual cost per reply from Vickery and Hill 
was less than from any other medium we | 
used. We have always given, and still inter 
give, your List every ad we run, frequently giving 
you special ads that we could not afford to 
out generally. 

Very truly yours, 
EXCELSIOR IMPORTING CO 


FR 





‘ 


There was time after this letter was writte? 


receive a large number of orders. 
1,500,000 “°mon 
’ + MONTHLY. 


Special particulars free to any advertiser 
Home Office, - - Augusta, Maine. 
SPECIAL ADVERTISING OFFICE, NEW YORK. 
517 and 518 Temple Court. 





GUARANTEED 
CIRCULATION 


C. E. ELLIS, MANAGER, 
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is Yours? | 


T is to be noted that the news- 
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GODODIDIIsIshsDeDedan 
: This is the 
State of Affairs 
Great 
---- Northwest 


“OUR FARMERS’ GREAT DAY. 


in the... 


Fo Sag nt le ae retinas, 


The Minnesota Agriculturist Now in a Po- 
sition to Laugh and Wax Into a 
State of wep. 





CROP veraeee OF THE BRIGHTEST. 


Farm Purposes and at Prices that 
Are —_ nates 


MERCHANTS ARE vane HOPEFUL. 


Those in the Country Towns of the State 
Expect an Immense Trade in 
the Fall. 





By all odds the best medium to cover 
this prosperous field most thor- 
oughly and at the least cost is the 


St. Paul Globe 


EASTERN OFFICE—517 and 518 TEMPLE COURT, NEW YORK. 
c. E. ELLIS, Manacer. 
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late of going to press will be re 
epared ; the name and date o 


ali shall be reproduced, t« 


For pamphlet and further information address 


PRINTERS’ INK, 10 Spruce St., N. Y. City. 
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The story of a competition already decided is told in an 80-page pamphlet which will be mailed 
The advertisements reproduced in it illustrate the plan and furnish some 
ea as to what arguments may be brought to bear. 


Ad=-smiths 


The terms of the competition for the Printers’ 
Ink Vase are as follows 

The ad-smith desiring to compete shall prepare 
an advertisement, such as he believes calculated 
to cause a reader to subscribe for Printers’ Ink 

The Little Schoolmaster in the Art of Advertis- 
ing. 

He shall cause the advertisement that he has 
prepared to be inserted in some newspaper or 
periodical. It does not matter in what paper or 
periodical it appears, who owns it, or what its 
circulation or influence ; the only point insisted 
upon is that the ad-smith who prepares the ad- 
vertisement shall cause it to be inserted in a 
newspaper or periodical of some sort. 

The ad-smith competing shall send by mail a 
marked copy of the periodical in which he has 
caused the advertisement prepared by him to ap 
pear, said copy to be addressed simply Printers’ 

nk, No, 10 Spruce St., New York. 

The ad-smith shall also cut outa copy of the ad- 
vertisement prepared by him and send it in a 
sealed envelope, under letter postage, addressed 
to the editor of Printers’ Ink, together with his 
own name and address, and the name and date of 
issue of the paper or periodical in which the ad 
vertisement has appeared. 

The editor of Printers’ Ink will, on his part, 
receive the advertisements and papers sent as 
above and take due note of each. 

In acknowledgment of and partial payment for 
such advertisement submitted, acoupon shall be 
sent to the ad-smith by return mail, good fora 
copy of Printers’ Ink to be sent for one year to 





1y person whose name is written across the back of the coupon when returned for redemption. 
In Printers’ Ink for Wednesday, August 7, the best advertisement that has been submitted up to 
produced, together with the name of the ad-smith by whom it was 
the paper in which it appeared will also be stated, and two cou- 
pons, each good for a five years’ paid-in-advance subscription to Printers’ Ink, will then be mailed, 
© to the ad-smith and the other to the advertising manager of the paper in which the advertise 


In the issue of Printers’ Ink for August 14 a second advertisement will be reproduced, and 
nother in the issue of August 21, 28, September 4, 11, 18, 25, October 2, 9, 16, 23, 30, November 6, 13, 20, 
December 4, 11; and with the appearance of each of these issues, two coupons, each good for five 
ars’ subscription to Printers’ Ink to any address written on the back of the coupon when returned 
redemption, will be duly forwarded, one being for the writer of the advertisement for that week 
and the other for the business manager of the paper or periodical in which it appeared. 
In the third issue in December (December 18) there will be published in Printers’ Ink the names 
nd addresses of all the ad-smiths who have produced the advertisement thought best for each one 
of the nineteen weeks, and half-tone portraits will be exhibited of the twelve ad-smiths who are 
udged to have produced the best twelve advertisements, out of all that shall, up to that time, 
een submitted ; and to each one of these ad-smiths shall be forwarded a Privers’ Ink 
ivenir Spoon, together with a letter, signed by the editor of Printers’ Ink, setting forth the story 


rs or periodicals in which these best twelve affvertisements appeared the six 
that are credited with the largest circulation in the American a Directory (1895) shall each 
entitled to a full-page advertisement in Printers’ Ink, to be used w 


hen wanted (before April Ist, 


In the issue of Printers’ Ink for December 25th the advertisement which is thought to be the best 
ether with the name of the ad-smith who constructed it and the 
on that date the Printers’ Ink Vase, suitably inscribed, will be for- 
th who shall have thus been shown to be entitled to receive it. 
Every ad-smith will make up his advertisement in his own way, will give it such space and dis- 
Every competitor will be entitled to a year’s subscription to Printers’ Ink, as 
art pay for his advertisement, even if he does fail to secure the Vase, and two five years’ subscrip- 
n coupons ge for the best advertisement submitted during each of the nineteen weeks over which 
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—carried by a newspaper 
clearly indicates its character 
and circulation. 
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—is as careful of its advertising 
as it is of its editorial and news 
columns. Its advertisements 
are widely and carefully read 
and appreciated, hence their 
effectiveness. It carries the 
advertisements of all the leading 
merchants and is the city’s great 
“want” medium, having more 
columns of small Ads than all 

of the other Washington news- 
papers combined. 
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The Woman 
Question... 


advertisers, 
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is of great interest to though 
possibly not in the same sense that it is to 
others. It is a problem with them how to 
reach the buyers in the family (the women) 
and interest them. By using space in the 


Ladies’ 
Home 
Companion 


you are bound to interest a very large number 
of women, and persistence will win them all. 
This paper has 160,000 paid subscribers, 
and we guarantee at least 


165,000 Copies 
Each Issue 


but frequently 170,000 copies of a single 
issue are printed. 


zy 





MAST, CROWELL & KIRKPATRICK, Publishers, 
SPRINGFIELD, OHIO. 


1643 Monadnock Block, 
CHICAGO, LLL. 


108 Times Building, 
New York Ciry. 
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The newspapers of America can 
be counted by thousands. 
The representative American 


fingers. The extreme Northwest 


is represented by the 


= 
a 
Ss 
-_ 
2 journals can be counted on the 
a 
= 
Ys 
= 


‘ 
‘ 
‘ 


= 

z= 

= which is acknowledged to be the 
= leading paper of Oregon. In in- 
fluence and circulation—the two 
things an advertiser most desires— 
it has no equal or rival in that vast 
territory. 


The Oregonian Pub. Co., 


i H. W. SCOTT, Editor. H.L.PITTOCK, Treas. and Mgr. 
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Ss. C. BECKWITH, 
SOLE AGENT, 
Tribune Building, NEW YORK. The Rookery, CHICAGO. 
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REACHING ‘‘ HORSEY” PEOPLE. 


The advertiser who aims to reach 
‘horsey ’’ people probably has a hard- 
er job in hand than almost any other 
idvertiser. ‘The publications devoted 
oe horse are numerous and diversi- 
fied, and it requires no small skill on 
a of the purchaser of space to 
rectly estimate the kind of readers 
h class of publication reaches. 
[he man who desires to reach the 
ple interested in the thoroughbred 
se has, perhaps, as difficult an un- 
rtaking as can be found. Publica- 
ns devoted exclusively to the thor- 
thbred do not exist; and he is 
therefore compelled to choose mediums 
it give the race-horse but scant and 
sory attention. 
Newspapers that make a specialty of 
e-track news naturally have a class 
f readers that is valuable to the ad- 
rtiser who wishes to reach the 
sey portion of the community. Of 
ite years the reporting of races has 
become an important feature of every 
newspaper of any prominence. The 
reports are now tabulated, so that the 
position of the horses at the various 
stages of the journey can be obtained 
almost at a glance. It may be stated, 
is an invariable rule, that where a 
newspaper gives tabulated reports of 
he races, and full ‘‘news and notes’’ 
f the patrons of the ring and pad- 
lock, it is a fairly good medium for 
reaching these people. Newspapers 
built somewhat on these lines are the 
New York Mercury, New York Com- 
rcial Advertiser and the Mazi/ and 
vpress. 
rhe majority of equine publications 
ve the major portion of their at- 
ntion to the trotting horse ; and 
st of them, while excellent media 
for reaching trotting men, are prac- 
ally worthless for reaching people 
terested in the thoroughbred. A 
riodical like the Horseman, of 
Chicago, which notices thoroughbred 
horses with some degree of fullness, is 
f course available. 
‘Turf guides” offer a generally 
erlooked medium for reaching own- 
s, etc., of the thoroughbreds. Guides 
the style of the Form Book, issued 
New York, are so far superior to 
hers that they are really the only 
es worth considering. They give 
bulated reports of the races in the 


ime manner as the newspapers, and 
this reason have almost entirely 
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superseded the old style of guide in 


the estimation of wide-awake race- 
goers. 

The advertiser whose desire is to 
reach only trotting men has a far 


easier task. Most equine publications 
are entirely devoted to trotting, and this 
lessens the labor of selection to some ex- 
tent. Much discretion is, however, 
needed in the selection; for circu- 
lation reports are practically unobtain- 
able, and the price of space is often 
extremely flexible. Some of this class 
of publications, like the Horse Review, 
of Chicago, have quite large circula- 
tions for class papers. 

When the advertiser has an article 
that appeals to the ordinary horse 
owner he must consider, first, what 
class of horse owners he desires to 
reach. If a wealthy class, publications 
like the Rider and Driver, weeklies 
like 7ruth, or newspapers in the style 
of the Evening Post, will be available. 
If a poorer class is to be influenced, 
more democratic newspapers, as well 
as farmers’ papers, etc., are in order. 
A little common sense in this matter is 
far more valuable than a large amount 
of supposedly technical information. 

GEORGE = CLENDENNING. 





HOW IT ms DONE. 

The plan of the special agent is out- 
lined in the circular letter printed be- 
low, which was lately issued by a gen- 
tleman about establishing a special 
agency in New York City. The whole 
thing would appear to be very simple 
and perfectly easy : 

Mr. CLemens, Mich., June 15, 1895. 

GENTLEMEN—I understand you have no 
special agent representing you. I desire to 
explain to you the importance of such a step, 
as I will open a special agency in New York 
about Sept. 1, and would like to represent 
your paper with my list. I know by personal 
experience that special agents have been most 
successful, and the only plan by which the 
better class of papers can get just prices and 
a larger and better class of advertising and 
at a very much less loss in collection. The 
prime factor i in representing such dailies and 
their weeklies is fat such special agents, in 
the direct advertising of its papers in Print- 
ers’ Ink, and other like publications, and 
constantly sending out circulars, writing of 
letters, and direct personal soliciting bom 
the general advertisers, bring the largest re- 
sults, and maintain a ‘personal, close rela- 
tionship between the publisher and the ad- 
vertiser that cannot be otherwise obtained. 

I only intend to represent one paper in a 
city, and you can see very clearly that I can- 
not afford to expend large sums of money in 
advertising the list and bring your paper 
direct and prominently before the general ad- 
vertiser, unless I can have a contract wit 
you covering my authority as your special 
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agent, without which I cannot afford to list 
your paper in my agency. 
As regards your paper remaining in the 
hands of the general agency, and wherein 
ou lose, is in the fact that they all compete 
or the same line of business ; such competi- 
tion necessitates cutting prices to exceed- 
ingly low bids, and the result is the papers 
are the ones who suffer losses, and not the 
general agents; they always manage to get 
their commission, no matter how low they 
offer you the buciness, under the plea, “ This 
is the best we can do”; hence, you realize 
far less than you should. My sole aim and 
urpose will exclusively to secure the 
argest amount of business at the very best 
prices obtainable for your paper that com 
As such special agent, all general agents will 
make application for rates direct to me, and 
there wil be only one commission, and that 
one you pay me. The result will be better 
prices, more business, and, at the same time 
your paper is being rapidly built up, an 
directly and frequently brought before the 
advertiser ; hence, it will be established as a 
paper of importance, and its value as an ad- 
vertising medium largely increased. 
Regarding auecll, ¥ have had thirty years’ 
experience in the management of daily pa- 
pers and ready-print houses, which has given 
me every experience requisite to conduct this 
special agency in the interests of the papers 
represented, in a much more satisfactory and 
successful manner than can possibly be at- 
tained by yourself or the general agents, as 
my effort will be coaesiele devoted to the 


papers that I represent. e€ commission 


will be 25 per cent, which covers all expenses 

that I may incur in conducting the agency. 
Whenever you signify your willingness to 

enter my age agency, I will furnish un- 


and 
may 


questionable references as to my abilit 
integrity to carry out such contracts as 
enter into. 

Any further information that you may 
wish, or suggestions that you may desire to 
offer, will promptly answered at Mt. 
Clemens, Mich., until July 1, and thereafter 
at Columbus, O., until I start the agency in 
New York. Yours respectfully, 

‘ERD. J. WENDELL. 
> 
A HUNGARIAN-AMERICAN 


JOURNALIST, 


The Hungarians in America, ac- 
cording to the latest census, number 
62,435, of which there are 24,000 in 
Pennsylvania, 16,000 in New York, 
4,000 in New Jersey and 3,200 in IIli- 
nois. They are represented by at least 
three newspapers. Mr. Wm. Borsodi 
tells PRINTERS’ INK that his paper, 
Magyar Hirado, or Hungarian Herald, 
has the largest circulation of its class, 
although only now in its second vol- 
ume. It certainly presents a pros- 
perous appearance. Mr. Borsodi is a 
young man of thirty-six years, but has 
been in newspaper publishing, in 
Europe and America, since he was 
thirteen years of age. Below is re- 
printed a translation of an article 
which recently appeared in the Hunga- 
rian Herald, It illustrates the firm 
grasp of the peculiarities of American 
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journalism which Mr. Borsodi has s 
quickly obtained, as well as the accu- 
racy of the conclusions arrived at : 


Magyar Hirado (Hungarian Herald) 
July 11, 1895. 

We publish herewith a portrait of one 
the foremost figures of the American ad\ 
tising world, whose activity during the 
twenty-five years has so thoroughly ingr: 
into the life of American newspaperdom 
the author of the history of Amer 
journalism would be compelled to na 
George P. Rowell’s name in the very f 
place. George P. Rowell began life in v: 
modest surroundings. About thirty ye 
ago he opened an advertising agency in 
city of Boston, which he transplanted al) 
three years later to New York, where 
began the publication of a newspaper direct 
ox. This directory gained every year 
influence, so that to-day Rowell’s Ameri 
Newspaper Directory (which is the nam 
his work) is not only a directory, but a v 
valuable statistic work, without which 
newspaper or advertising agency can succes 
fully exist. This directory does not publis 
merely a list of the newspapers and | 
ena where wy | are published, but it 
orms one of the form of the newspaper, thx 
circulation of the paper, and, for the g 
ance of the advertiser, it also gives the m 
ber of inhabitants of the place where thx 
newspaper is published. If we take ir 
consideration the circumstances that her: 
America it is not necessary to securea licer 
for the publication of a newspaper, that pi 
lisher and editor need not obtain leave fr 
civic authorities; if we take into considera 
tion the fact that the public itself is son 
what indolent in matters relating to the p 
lication of newspapers, and that, in spite 
all this, this directory may be implicitly re- 
lied upon for the information it gives, as i! 
the data contained would be given on oath ; 
then we must with appreciative admirati 
look to intelligence and energy and the go 
conscience of Mr. Rowell. Rowell’s Adver 
tising Agency is, in spite of the most power! 
competition and in spite of malicious envy, 
the leading advertising firm in the wor! 
Under the name of Printers’ Ink he pi 
lishes an advertising trade paper, which, 
its geniality and reliability, is a worthy cor 

r of his Directory. This newspaper 
is, which is read by upwards of 200,000 p« 
ple every week, published regularly, t 
idea is (all newspaper men) concerning s\ 
cessful advertising and succe$sful advertis« 
ments. In the course of time, we shall hav 
occasion to return to this newspaper and its 
influence. 
———__ ++—___ 
PROMPT PAYMENT NOT VALUED. 


A sympathizing friend writes to Messrs 
Lord & Thomas as follows: 

* GENTLEMEN—Your antagonist, ‘Pay i” 
Advance,’ has recently received a smu 
which is too good to keep. The National 
Tribune, of Washington, recently returned a 
check for over five hundred dollars with th: 
information that they did not need moncy 
bad enough to allow their business to be run 
or dictated by The Geo. P. Rowell Adverti 
ing Co. Yours, etc., for sguare deal, 

“A FRIEND.’ 

This communication Mr. D. M. Lord, t! 
head of the great advertising agency of C! 
cago, forwards to Printers’ Ink with an ex- 
pression of his opinion that “ only a coward” 
will descend to the anonymous, 
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THE ADVERTISING PILOT, 
su know where you’re going, oh mer- 
chant? 
ive you mapped out the course to pursue ? ? 
you studied the charts and the pilot’s 
fine arts 
steering your vessel safe through ? 
»u know all the rocks and the shallows, 
channels, the storms that arise ? 
-rils that crowd ev'ry man unendowed 
ith the genius to advertise ? 


you know where you’re going, oh mer- 
chant? 


\dvertising’s a dangerous sea, 


ss you equip your adventurous ship, 
nd you know the port side from the lee, 
al, ou know just where you're sailing, 
| your compass is true to the pole, 

ot veuture out in an ocean of doubt 
st . ou strike on some breaker or shoal. 


you know where you're going, oh mer- 
chant, 
re your sails proudly swelled for success ? 
you made up your mind that its port 
you can fin 
1 that profits your voyage will bless ? 
have, go ahead, and God speed you! 
f you've not, take a pilot on board, 
will properly guide you against wind 
and tide 
r a fee that you well can afford! 


—~o>—__<—_— 
ESTABLISHING A TRADE JOURNAL, 


THE TRIALS, SUCCESSES AND FAILURES, 


1. Wonderly, Editor af the Weavers’ 
Herald. 


journal of which I am editor and 
ager is of an entirely original ‘* some- 


ng new” in the field of journalism, and as 


an exponent of the hand-loom weavers’ 
stry, might be properly classed as a trade 
lication. It was started nearly four years 
in response to requests of a large num- 
f progressive weavers, whose opinion 

licited through a prospectus. After 
g started we worked Rard soliciting ad- 


tising patronage, both direct and through 


ies, but it was no go. Je could not 
the general advertiser’s pocket. They 
upon the class of people that we 
hed as old decrepit, broken down, in- 
ally poor people—a few old motherly 
Ignorance on their part was the rea- 

f their views, and say what we might, 
ve them a proper insight, they either 
d no confidence in our explanations or 
failed to even give them a reading. In 
boyhood days the only weavers they 


ew of were some old grandmothers and a 
v younger widows, or a loom at home in 


f some few farmers’ wives. These peo- 
y supposed to be the only takers and 
lers of the Weavers’ Herald and were a 
s they cared not to “‘ throw money to the 
” soliciting trade from. It seemed ut- 
y impossible for us to open to their view 
new state of affairs; to have them un- 
tand that the old, old loom of their 
imothers’ days had been supplanted by 

automatic, fly-shuttle, hand-power ones ; 
with these new looms rag, hemp, jute 
hain carpets could be turned out at the 

f forty to seventy yards a day by hand ; 
this new hand industry, or rather an 
ne revived by new methods and process, 


racted even some of the best mechanics, 


have gone into it and are making more 


ear money each day than many retail mer- 


chants; that these people are young to mid- 
dle aged, lively and ambitious, who are the 
coming weavers to entirely supplant the old. 
Their homes are ones of comfort and free 
from “interest plasters.’’ Some have money 
out at interest. These are the people we 
reach and into whose homes the Hera/d goes 
once each month. We call them “ the pro- 
gressive weavers of the day,”’ and we are not 
trying to reach any other class. Yet we can- 
not make the average advertiser believe this. 
The old, old grandmother and her loom rises 
up to obscure their vision as soon as we so- 
licit their patronage. 
Lyons, Kan, July 11, 1895. 
| 


ROAD-SIDE ADVERTISING, 


The man from the city spending his vaca- 
tion in the country is surprised to see the 
large number of signs painted on fence-rails, 
rocks, sides of barns and fastened to trees, 
informing passers-by where to go fbr dry 
goods, clothing, furniture, stoves, seeds, etc. 
The similarity in this kind of advertising is 
noticeable, all the signs containing about the 
same matter, without regard to the business 
represented. Occasionally one firm, more 
enterprising than others, will erect guide- 
feasde at the cross-roads, but it is seldom 
that anything else out of the ordinary is seen. 

This road-side advertising has its value. It 
is to the country people what street car ad- 
vertising is to those in the city, and the signs 
should be made just as attractive as the street 
car cards of nowadays are, but, of course, on 
a scale to suit the different conditions. 

The country merchant should place his 
sign-boards at frequent intervals, and they 
should be of a uniform shape and size. Then 
he should have printed a series of cards of a 
size to fit the boards. These cards can be so 
attractively gotten up that the attention of 
travelers along the highway will be drawn to 
them. 

Some of the cards might be illustrated and 
contain only a few words of matter, while 
others should be without pictures, but with a 
few catch-words in very large type. It must 
be remembered that these cards will be at 
least ten feet away from the readers, and no 

pe too small to be easily distinguished from 
pm distance should be used. 

The cards should be put up so that a per- 
son traveling to town may see the whole 
series. Changes should be made as often as 
once a week. Where number six has been 
number eight may do some good, and so with 
all the others. 

A trial of a plan similar to this is recom- 
mended to merchants who seek the country 
trade. Of course it will not take the place of 
newspaper advertising, but can be used in 
addition to and in connection with it. 

Frep WRIGHT. 


GOOD ADVICE. 


Keep an agreeable temperature in your 
store, a comfortable chair for weary shoppers, 
such minor conveniences (on a table) as a free 
directory, all the time-tables and the morning 
newspapers ; keep the store “ clean as a new 
pin”; make things glisten and shine. You 
can then wait another year po oe decorating 
and improvements. The public likes to go 
where it finds itself comfortable and welcome. 
Gilding and upholstering and frescoing are 
not half so pleasing to the regular shopper. 
Invest your money in stock this year, not in 
fixtures ; and let your own manners be 
the decoration of your store.—Acystone. 
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SOME THOUGHTS ON SOAP ADVER- 
TISING. 


By Free Lance. 

The advertising done for the respective 
soaps differs so that a comparison of the 
different styles is not without an element of 
interest. That much of this advertising is 
not specific enough to give the reader a very 
definite idea of the differences existing be- 
tween the various soaps will be readily ad- 
mitted. Thus I recollect the claim of Vinolia 
Soap, that it is a “ milled soap,”’ and, there- 
fore, superior to a‘ boiled soap’’; yet, as the 
ordinary reader has not the slightest knowl- 
edge of the relative merits of milled and 
boiled soaps, or even what a milled soap or a 
boiled soap is,the information thus vouchsafed 
can hardly be expected to make an im- 
pression. Most soaps are advertised as ex- 
cellent emollients for the skin, and superior 
to everything else on the market; yet, in 
spite of this t of the soap 
advertisements are an attractive feature of 
our magazines. Their excellent display and 
fine illustrations make them eminently read- 
able and trade-bringing. With more definite 
information as to their respective merits they 
would probably be more profitable—an im- 
provement that should come with time. 

The most recent debutante in the soap line 
is Copco Soap, manufactured by the Messrs. 
Fairbanks, of Cottolene fame. The adver- 
tising has n done in an original manner. 
Colored inserts in magazines have been used 
lavishly, with appropriate illustrations, but 
the reading matter is not much out of the 
ordinary. The advertising is in strong con- 
trast to the poster style utilized by the same 
firm in introducing Gold Dust Powder and 
Cottolene. The Santa Claus Soap was ad- 
vertised in the characteristic Fairbanks’ 
style, until N. W. Ayer & Son took it in 
hand and advertised for good ads, which they 
must have obtained, judging from the present 
specimens. 

A soap that apparently resembles Copco 
closely in composition, but advertised in a far 
more distinctive manner, is the Ivory Soap. 
How soon the name suggests “no free 
alkali,” “‘99 44 100 pure,” “it floats,” etc. 
The advertisements of this soap have always 
said something. 

Pears’ Soap ads have ogy! always 
intended to say something, but have not 
always succeeded as well as one could wish. 
They have, however impressea on the mind 
of the public that it is a soap of extreme 

urity and delicacy, of great emollient qual- 
ities, and the prescription of one of Eng- 
land’s greatest surgeons. Its pictures of 
“Good morning. ave you used Pears’ 
Soap?” and “* He won’t be happy till he gets 
it,”’ have beer indelibly penciie on the pub- 
lic mind. 

Buttermilk Soap advertisements are notable 
for fine illustrations. You can readily be- 
lieve that no one passes the picture of the 
blooming young girl who holds a cake of it in 
her fair hand, and tells us it is the cause of 
her marvelous complexion. 

Every one knows Facial Soap, yet every 
one would we goad to reply if asked what 
has been the distinctive feature of its adver- 
tising aside from its employment of the 
“neckless head.”” Probably persistency, 
more than skill, has been employed, yet the 
essential merits of the soap have been prop- 
erly inculcated on the minds of the soap-buy- 
ing public. 

Sa ncetising a soap of medicinal virtue, like 
Cuticura, is slightly different from adver- 
tising an ordinary soap. It should be easier 





to do, as the curative qualities can be dwe!| 
upon. There is, however, the danger of s 
impressing the public with its remedial c! 
acter as to restrict its sale as a toilet s: 
This danger the Cuticura Soap has succes 
fully evaded by the statement that it is | 
a toilet and a medicated soap. Its adver 
tising has been clean and forcible: slight 
given, perhaps, to presenting uncanny 
scriptions of skin diseases, etc., but not t 
less forcible and convincing for that. Its r 
cent use of an exquisitely white hand 
which was printed the announcement | 
Cuticura Soap makes white hands, has | 
widely noticed. 

At present the newspaper does not get 
meed of soap patronage. 

a - 
THEY READ ADVERTISEMENTS. 

There has been no more marked dev: 
ment during the past quarter of a centur 
any direction than in the reading of ad 
tisements. In the earlier days of the 
when there was a pretty prevalent opi 
on the part of the masses that those w 
sought business through advertisements 
not exactly legitimate business men, it 
necessary to use bold type and lots of s; 
in order to attract attention. In other w 
the public tendency was to try to mo? sex 
advertisement. Just the contrary is the 
at present. With the general recognition 
the fact that it is the progressive trades: 
who uses printers’ ink, has grown up an 
portant advantage to advertisers, in that it 
no longer necessary to seize the reader, a 
were, and compel him to read the anno: 
ments, and what formerly could only be 
complished by the use of a large amount 
space and a correspondingly heavy expe: 
ture, can now be done in a comparatiy 
small space and at almost trifling expens« 
This point has been discovered by a ¢ 
— shrewd business men recently. The 
result is that the daily papers teem with 
line, two-line, or inch advertisements, i 
many of those who formerly did not adver 
tise at all now carry two or four-inch card 
in trade journals. he new field promises t 
be far more profitable and fruitful to the 
vertisers than was the old, besides having 
the advantages we have stated. Of course i 
a small] advertisement attracts so much n 
attention than formerly, how much more 
efficacious must a large one be.—Shoe and 
Leather Facts, Philadelphia. 


——_+or—_—__—_ 
FUTURE ADVERTISING. 
* Advertising! Why, advertising is 
in its infancy, sir! Ten years from now ¢! 
art will have so developed and the field s 
broadened and extended thet the people » 


look back upon us and account us slow 
wonder how we got along with the little ink 
we used ‘to oil the wheels of trade.’ Not 
only will the advertisements be larger | 
they are now, but more people will see 
necessity and the advantages of using the 
newspapers.’”” The oracle was one whose 
business to-day qualifies him to speak 
Philadelphia Call, 


—— ee 
BLEEDING GRATIS. 

The following medical advertisement ap- 
pears in an old Stamford newspaper : ‘*Where 
as, the majority of apothecaries in Boston 
have agreed to pull down the price of bleed 
ing to sixpence, let these certify that Mr 
Richard Clarke, apothecary, will bleed any 
— at his shop, gratis.”—Chamders’ Jour- 
nal. 
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BUFFALO “BULLS.” 
Burra.o, N. Y., July 10, 1895. 
Editor of Privvers’ Ink: 
he firm name of our principal advertising 
furniture house is Irish & English. 
Glenny’s, said to be the largest crockery 
t in the United States, built up by 
ious advertising and in a line to that it 
thought the department stores had killed, 
is for atrade-mark,“A bull in achina shop.” 
t's a big Buffalo bull on the rampage. They 
ke to add to their ads: ‘ Our uniformly 
prices explain, we think, our comparative 
m from competition.”’ 
an advertising jingle put out here the 
ine reads: 
ctors differ and patients pie.’”” The d 
had become reversed giving some wag 
hance to insert before it the word eat. 
During a circus war, not long ago, the last 


come erected a mammoth street sign 


BIG SHOW 
THE 2orTn. 


ut night some one pasted paper over 
part of the Band put the S over the H so 
next morning it read: 
THE 
PIG SOW 
THE 2o0Tn 








B. 
————_> —_—_ 
POINTS NOT WELL TAKEN. 
Office of 
eERICAN Mepicat PusiisHers’ Ass'n. t 
Sr. Joseru, Mo., July 8, 1895. 
tditor of Prinvers’ INK: 

Dear Sir—Being a constant reader of the 
Schoolmaster,” and considering this 
journal as the advertisers’ and publishers’ 
forum for the dissemination of information 
as well as for the criticism of methods and 
productions, I take occasion to call your at- 

n to one feature in the American News- 
Directory that has evidently been 
ked in this otherwise complete and 
work. I refer to the lack of alpha- 

il arrangement. It is true the States 

ties are printed in order, as well as the 
nties in part il. But here the system 

s. Why not push a good thing along by 
icing the newspapers in alphabetical order, 
where they belong? Any agent or adver- 
r who has looked through the New York 
list, covering some 28 printed pages, 

ves the amount of time and temper to be 

by sucha plan. Even in the county 
where the alphabetical plan was evi- 

y once adopted, the new publications 

wdded at the end of each town, instead of 
inserted in their proper location, and 

» causing them to be overlooked quite 
This alphabetical plan, if carried 
through the entire book, would, in my 
mble opinion, add much to the usefulness 
worth of this meritorious and indispensa- 

e publication. 

nother suggestion : There is given in Part 
Ill. a very valuable list of papers, with 
largest circulations, i. e., those having 5,000 
circulation and over. This department was 
ished before the change was made in 


Little 
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the “ Circulation Ratings,” and as the key 
now stands there is nothing to indicate a cir- 
culation between G (4,000) and F (7,500). 
Would it not therefore, be more desirable, 
maintain a uniformity of ratings, and at the 
same time do justice to a greater number of 
publishers, if this list were to include those 
papers having a circulation of 4,000 and up- 
wards? Cuarces Woop Fassett, Sec’y. 


On submitting the above criticism to 
the editor of the American Newspaper 
Directory that functionary responded 
in four sententious sentences : 

FIRST. 

The arrangement is alphabetical—dailies 
first, and se on in the order of frequency of 
issue. 

SECOND. 

The arrangement of newspapers under 
—_ lists is also debeheied. and mot as 
stated by Mr. Fassett. 

THIRD. 

In the matter of large circulations it is 
found that those papers entitled to a place in 
the list of over 5,000 generally manage to 
achieve that distinction. It can always be 
done by setting down the facts and signing 
the statement. 

FOURTH. 

There is little more reason for calling 4,000 
a large circulation than could be urged for 
oa 4 in the list those having 3,800 or 
3,900 issues. 

—— 
A NEW MEDIUM. 
Greenvitie, Ohio, July 11, 1895. 
Editor of Printers’ Ink: 

Str—The following “ sticker,”’ or label, 

makes a very unique advertising scheme: 


TAKE ME BACK 
SAMPLE SHOE STORE, 
88 Broadway, GREENVILLE, OHIO, 


where I will purchase more goods than at 
any other store in the city. 
Copyrighted. 





It is in circular form and is pasted on silver 
dollars, which insures its being read by all 
who handle the dollars. 

Yours respectfully, 
Harry SNYDER. 
—_— ——s 
IN PHILADELPHIA, 
PuiLapecpuia, July 17, 1895. 
Editor of Printers’ Ink: 

Ochm & Co., one of the largest clothing 
and furnishing houses in this city, had one of 
their large plate glass windows accidentally 
broken last week ; but, instead of renewin 
the glass at once, they made a display of 
straw hats and put it in the window. In the 
center they put a large card, about 2x3 feet, 
with this wording : 





A 


GREAT BREAK 
IN PRICES 





At a first glance, a person only seeing the 
words “great break,” would naturally sup- 
pose it meant the window, W. H. 








PRINTERS’ INK. 


OHIO CURIOSITIES. 
Dayton, Ohio, July 10, 1895. 
Editor of Printers’ Ink: 

A shoe store here, which makes a specialty 
of window decoration, ey showed a 
country scene in its window. The floor was 
laid with moss, and a number of shoes, all 
facing the same direction, were placed in 
sand roads running through the “ meadows,” 
miniature rail fences marking their bound- 
aries. A mirror forming the background 
made the scene appear double, the whole 
making a very pretty effect, and, as was in- 
tended, drawing a large crowd. 





CLEAN SHIRTS 
aT 
DIRT CHEAP PRICES 





is the sign displayed in a show-case of them 

outside a furnishing store. 

BLOT OUT ALL THOUGHTS 
oF 


HARD TIMES. 














is displayed in white letters painted on a large 
ink blot on a large pad in a notion store 
window. 

While in Sidney, O., I noticed in front of a 
cigar store these words, prominently dis- 


played: 





SIX MILES 
TO THE NEXT CIGAR STORE! 
BUY YOUR CIGARS HERE, 








As the store is near the edge of town the 
pleasure-seeking smoker no doubt finds the 
warning profitable. £0 E. Kipp. 

——— +0, 
THE CIRCUS IN THE WILD AND WOOL- 
LY WEST. 
Sr. Joseru, Mo., July 8, 1895. 
Editor of Printers’ ink: 

Has the wave of circus advertising struck 
the East? I have seen no reference to it. 
The parades now go through our city streets 
bearing, as in a monster | panorama, the 
announcements of dbury’s Facial 
Soap,” ‘ Sapolio,’’ “ Pearline,” etc. The 
elephants, camels and even the horses are 
utilized to advance the interests of the tire- 
less seekers after fame, and each animal is 
covered with handsomely decorated cover- 
i ing the advertisements, while the 
clowns announce bargains for our local deal- 
ers from the circus ring. Verily, there is no 
limit to the advertisers euqestennies. 

Cuas. Woop Fassett. 


ABOUT TIFFANY’S ADVERTISING. 


Tirra 
Gold and 
Union Square 


ny & Co., 
Silver Smiths. 
New York. 
Advertising rtment. 
Fuly 10, 1895. 
Editor of Prixters’ Inx: 


dane 





From the of your corresp¢ 2 
“Webfoot,” which we have just noticed, it 
is very evident that he is not familiar with the 
advertising columns of the New York daily 
papers or the leading periodicals. 

Tirrany & Co, 


Y. M, C, A. ADVERTISING. 


Younc Men’s Curistian Ass’N. 
Louisviite, Ky., July 10, 1895. t 
Editor of Printers’ Ink: 

The Young Men’s Christian Association of 
this and other cities spend no inconsiderab|e 
sum of money in the course of a year for ad. 
vertising, and anything helpful along thi 
line would be appreciated by a large num! 
of your readers. 

he Louisville Association does considera 
ble advertising in order to keep the y 
men of the city informed concerning th 
rivileges offered them for advantage in re- 
igious, educational and physical lines. |: j 
necessary also to keep the public info: 
concerning the progress of the work, in 
that proper support may be given the institu. 
tion. To accomplish these ends we issue a 
paper of our own, Zhe Young Man, | 
ished weekly, and an annual Prospectus 
We have also made some use of the daily | 
pers, street cars, and do considerable cir 
advertising. Yours respectfully, 
S. W. McGitt, Membership Sec’y 
— +o 
A GREAT MIND AT WORK 


Editor of Printers’ Ink: 

A man sat in front of me in the electric car 
in which I came into town to-day. He was 
reading a copy of Printers’ Ink. Every 
now and then he would take a blue pencil 
from his ket and make a mark beside 
some article or paragraph. Sometimes he 
would jot down in shorthand—not an easy 
thing to doin a moving electric car—a few 
words on the upper margin of a leaf. 

y observations led me to the conclusion 
that he was the editor of some paper, getting 
ready to brighten up his next issue wit! 
spirited quotations and live thoughts sug- 
gested by good reading. Sparks of wit al- 
ways fly when bright minds come in contact 

Epwarp B, Joyc: 


COMBS. 


Editor of Printers’ Inx: 

Why don’t some advertiser become famou 
and rich by pushing the sale of a particular 
comb? Combs are a necessary article and 
when a person buys them they pick out 
promiscuously, from a showcase full. If a 
certain kind were extensively advertised the 
customer would call for it. The standard of 
everything is measured by its shrewd adver 
tising, and why not create a standard comb? 
There are enough sold to make a fir: 
firms immensely wealthy if the demand was 
for acertain kind. Advertising can do this 
very thing. m. Tayi 


MAKE IT EASY. 


Make it easy to find you. Signs are n 
oe Ane enough in their proportions, 

andsome enough in their designs, to cat 
and to hold the eye. The preoccupied man, 
or the indifferent woman, must be almost //¢ 
before he or she will look to the right or left 
It is only a Tiffany who can afford a tiny 
name on a street clock as his sign, or an 
A. T. Stewart who needed none at all. Until 
you reach their eminence you must fair! 
shout at the passer-by, who Has dozens 
other signs to divert his attention. Your 
sign should be the most striking one on the 
street—either in its size or in its style.— 
Keystone. 


y 
f 
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SPECTACULAR SHOWS. 


Advertising a great spectacular production 
ke “* Americus” is no small matter to con- 
template. To catch the public’s attention to 
an amusement attraction of this character, 
less advertising is necessary than for a circus 
a theater. An open air exhibition does 

t have to advertise as heavily to get a 
rowd as a circus, neither does it advertise in 
the same manner as a theatrical troupe. The 
vogue gained by open air productions is due 
to the co-operation of business interest in a 
ity to draw excursions to the place of ex- 
hibition for the benefit of business. 

The other day I button-holed Mr. James 
D. Lee, of the American Spectacular Com- 
pany, the gentleman who is attending to the 
advertising of “ Americus” so successfully, 
und gained a few pointers of how he does the 
business. 

** Show advertising,”” began Mr. Lee, “is 
peculiar in catching the public. The amount 
f advertising done is always gauged by the 
size of a city in which the company intends 
showing. A city of 100,000 population, for 
nstance, takes Sow 2,000 to 2,500 window 
lithographs ; 75 to 100 stands of paper, which 
vary in size from 12 to 24 sheets. In addition 
to this 300 three-sheet posters are used. 
From 10,000 to 20,000 couriers are used, also 
about 2,000 string cards for hanging on gas 
and corners. The cost of this billing 
will amount to $350, including the billing of 
the surrounding towns. The placing of this 
advertising matter will cost at least $100 
more and by the time the agent gets through 
billing a city of 100,000 population, for an 
attraction a this class, the amount will 
swell to $500. 

“Newspaper advertising follows the bill- 
ing of a town or a city in rapid succession, 
A week's advertising in five dailies will run 
about $250 to $300, not including the adver- 
tising that is done while the attraction is 
standing in the city. The total cost of ad- 
vertising will oe the $1,000 mark. Show- 
men as a body consider newspaper advertis- 
ing the best method of reaching the general 
public. In the use of lithographs and bill- 
oards, we do that more to catch the eye of 
the masses. As a usual thing, an amusement 
attraction caters to all classes, and to reach 
the entire populace it is compelled to use all 
methods of advertising. But the majority of 
the audience is made up of the newspaper 
reading class of people. fe the show frater- 


jets 


nity would abolish their lithographing style of 


advertising and put the same amount ex- 
pended in this work in advertising in the 
newspapers, I am of the opinion that it 
would be far more beneficial and would pro- 
duce greater results. 

“When a man in my occupation reaches a 
city, the first thing done is to visit all of the 
daily newspapers. 1 quickly state my busi- 
ness, realizing that the time of the newspaper 
men is valuable. I have found that better 
results are obtained from the editors when a 
man does not sit around an hour or two and 
be continually blowing up the attraction he 
represents. We use all of the daily newspa- 
pers in a city and those of the weeklies that 
are thought to have strength. Weekly pub- 
lications that issue on Sundays are always 
taken. People have more time to read Sun- 
day newspapers, and again, all amusement 
attractions are more prominently displayed 
n these editions. It is an old saying that one 
Sunday advertisement is as good as a week’s 
advertising. 

“Another feature of the press 
write the advertisement short an 


ent is to 
to the 
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point, always giving the title of the attrac- 
tion the prominent line and to put as little as 
possible in a great amount of space ; in other 
words, tell the story in a few lines. I would 
rather have eight squares across the page 
than two columns lengthwise, because it 
catches the eye quicker. The idea in adver- 
tising an attraction is, first, the name most 
prominent ; second, the place and date, and 
third, prices of admission. This draws the 
reader's attention and tells all that you have. 
It will put the reader in a mood to look fur- 
ther for information. This is the time when 
the news notices in a newspaper, written 
short and pithily, explain to their readers’ 
satisfaction the merits of the attraction. 
These methods, together with an endless 
number of schemes, are what draw the 
crowds to witness the great ‘ Americus.’ ”’ 

Lewis GARRISON. 


——- see 
ADVERTISING A COOK, 

In California people dislike to eat food 
prepared by the Chinese, and seek, whenever 
possible, such restaurants and hotels as em- 
ploy only white labor in their culinary de- 
partments. There is a man in Ukiah who 
appreciates those folks opposed to Chinese 
cooking, for he takes particular pains to ad- 
vertise that his cooking is done by a “ white 
lady.”” A hand bill distributed by this 
unique advertiser reads thus: 


ELITE RESTAURANT. 


- COOKING DONE BY A WHITE - 
LADY. 
a KRAMER, Prop 
In all ——— every other restaurant, as 
well as every hotel in the town of Ukiah, em- 
ploys Chinese cooks, and the proprietor of 
the Elite restaurant is seeking to gain patron- 
age and fortune by advertising his “ white 
lady ’’ at the expense of his competitors who 
employ “ yellow men” as cooks. 
Witt M, Clemens. 








wai > 
DEALERS’ CYCLE ADVERTISING. 

In selling cycles it pays to advertise them 
well. Taboo theater programmes, guide 
books and side schemes, if necessary, but 
use liberal space in the local newspapers. It 
will be found profitable to spend from 1o to 
25 per cent of the net bicycle profits in ad- 
vertising. Change the copy every issue. See 
that the advertisements are well displayed, 
and that the special names of the machines 
handled are emphasized. Observe holidays 
by having special appropriate matter. Get 

ople tatking about you and your bicycles. 
fe will aid in selling machines. Two very 
valuable aids to publicity are display in the 
front window and a judicious distribution of 
printed matter. Manufacturers will furnish 
supplies of catalogues, and one of these will 
often cnet prospective purchaser of the 
merits of the machine, and inform him on 
points that the salesman neglected to men- 
tion. It is also important to keep on good 
terms with the persons who have bought 
cycles, for a satisfied rider is a continual sub- 
agent working without pay, and his word 

oes a long way with others who contemplate 
Gaten but know little about bicycles and 
wish to profit by the rider’s experience. The 
salesman should be handy with tools, able to 
make slight repairs and alterations, and thus 
help inexperienced purchasers to keep their 
machines in order. It will assist in keeping 
the purchasers pleased, and will redound to 
the dealer's credit.—Farm Machinery. 
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TESTIMONIAL ADVERTISING. 
By Miller Purvis. 

In the current issue of Printers’ INK is 
something about testimonial advertising. I 
believe in it, and when I was an advertising 
manager I used it freely and with great benefit. 
If I could word my ads so as to get people 
to ask me some questions I deluged them with 
testimonials literally by the hundred. I had 
a circular printed that had nothing in it but 
testimonials, and hundreds of them. I spent 
a good deal of time getting those testimonials 
from our customers, and used all my powers 
as a letter writer to get them of the kind 
wanted. I wrote to every one who had made 
a purchase of the firm within a year, and 
asked them what success they had had with 
the machines they bought of us, and I made 
the letter such a one as would make it appear 
that the testimonial of the person addressed 
would be considered of greater value than 
any other one we could possibly publish. 
When the replies began to come in they re- 
quired considerable editing, to be sure, for a 
good many of them, after stating their suc- 
cess, also went to the trouble of naming their 
objections to that particular brand of ma- 
chine, a matter which was of no possible im- 
portance, from my point of view. 

When these testimonials were properly 
edited and ready for the press there was not 
one of them that was not good, and every 
one of them was in the ones lamaweap of the 
writer, though I was not particular to always 
indicate the elisions by putting in the usual 
row of asterisks. Then I printed them on a 
big yellow sheet, with the introductory re- 
mark that I had only room for a portion of 


the testimonials that had been received. 


Some of the very best I put in capitals, and 


the second best went in brevier italics, and 
the remainder were in agate type. I haven't 
the faintest idea that any one who ever re- 
ceived that sheet read one-tenth of it, but the 
number was there, and convincing evidence 
that we had sold a lot of machines to patrons 
who were satisfied. In the circulars sent 
with this sheet we took occasion to call par- 
ticular attention to the number of the testi- 
monials received and the territory covered, 
and the effect was good, if business is a suffi- 
cient evidence. ose who received these 
circulars and testimonials were asked to 
write to any one in the list, inclosing stamp 
for reply. The weight of evidence is that 
nearly every one who wrote according to this 
invitation wrote to one of those whose testi- 
monials were printed in capital letters, which 
was exactly what we wanted them to do. 

When it came to giving testimonials, I was 
not at all bashful about the matter. If anews- 
paper wrote asking how that particular paper 
paid, I exercised my ingenuity in writing a 
testimonial that would be printed in full, and 
would be a good reader for our machines, as 
well as a testimonial, and I tried to make 
them so that nothing could be left out with- 
out yn | spoiling the testimonial. If a 
paper mis: an insertion, I sent in a wail 
about loss of business because of the omission 
from that certain paper, that usually secured 
a good position for the letter and the adver- 
tising incident thereto. 

Testimonial advertising is only one side of 
the evidence concerning the thing advertised, 
and, I believe, the smaller portion of it. As 
far as 1 am concerned, personally, I would 
take the word of the advertiser quicker than 
I would the evidence of a thousand testi- 
monials, because I do not know how many 
have told the advertiser another story on the 
other side of the question. 


I know I am “talking out of school”’ now, 
but Printers’ Ink is not read to any large 
extent in the places where testimonials avai! 
I take it, and, besides, this is only my exp< 
rience. If I were advertising, I should us« 
testimonials freely, because I eo that they 
are of great value in bringing business. 

Springfield, O. 

_————— 
A FEW REMARKS, 
By Bert M. Moses. 

It’s mighty hard work to write simple lan 

guage. 
+* 

Don't lose heart because somebody picks 
flaws in your advertisement. Remember 
there are 64,999,999 other folks in this country 

** 
* 

Criticism is easy. Even Shakespeare and 
the Bible don’t escape it. Many a man isa 
critic simply because he likes to be contrary. 

** 
* 

Dr. Parkhurst has the rare faculty of 
making himself understood. He would en 
made a great success as a writer of adve: 
tising. 

+ 

If Congress and the State Legislature 
would employ good ad-smiths to put the law 
into common sense language, there wouldn't 
be much need for courts to interpret them. 

** 
* 

No wonder patent medicine men spend so 
much money in advertising. Their profits 
are enormous. Most of the preparations that 
retail for $1 cost less than a dime to produce. 

** 
* 

All advertising doesn’t pay. Iknowaman 
ecg the widest known advertiser in the 

nited States) who took a whole page of the 
New York Sum. That much space one time 
in that paper costs somewhere in the necig! 
borhood of one thousand dollars, “ they say.’ 
The only direct return to be traced to this 
large ad was a single so-cent order. Was the 
advertiser discouraged? Not the least litt): 
bit. He went ahead and advertised mor 
than ever. 

+ 

The paper which won't allow commission 
to agents may be likened to a druggist w! 
won't fill physicians’ prescriptions. Th 
agent can make a medium valuable by using 
its space judiciously and bringing satis- 
factory returns to the advertiser. If the ad- 
vertiser deals direct with the paper, the cost 
to him will be the same, but the lack of ex 
perience is likely to make the results poor 
And then the advertiser will have a bad 
opinion of that publication. The physicia: 
knows how to use a drug store just like a: 
agent knows how to use advertising spac« 
But if the druggist insists on patients coming 
to him direct, there is bound to be troubl 
May be the patient will buy ginger to cur: 
constipation, or croton oil for diarrhea. Ot 
course no druggist is unwise enough to refus 
to fill a doctor’s prescription, but there are 
papers which give the “marble heart” to 
doctors of advertising. 

——- +e 

Wuite a newspaper may print columr 
after column eulogistic of its own town, its 
very brightest sayings will be received wit! 
a grain of doubt if its advertising columns ¢ 
not bear the impression of the enterprise.— 
Albion (Nebr.) Calliope. 
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LIFE INSURANCE ADVERTISING. 
By R. M. Tuttle. 
A few weeks ago there drifted into the 
town in which I live two well-dressed life 
urance solicitors, both representing one of 
e three largest old-line life insurance com- 
panies of New York. They said they were 
not ordinary solicitors, but were “‘ executive 
pecials”’ sent out by the head office for a 
ecial purpose. When they secured, in a 


rner, the man they desired to talk to, they 
gave him a song and dance something like 


“We represent the Blank Life Insurance 
Company, and desire to offer to just a limited 
number of influential individuals in this 
town a special bargain in the way of a 
policy. In the past, as you are aware, the 
company has appropriated a certain amount 
of money for advertising. This appropriation 
has been expended in magazines and news- 
papers. This year we are resorting to a dif- 
ferent method. Instead of advertising in the 
way we have done in the past, we are going 
to give special policy holders the advantage, 
and we expect that the missionary work they 
will do for our company will repay us and 
bring us new business, better than the large 

unt of money we expend for advertising.” 

Then the special policy was unfolded, the 
age of the person learned, the figures quoted 
per thousand per annum. There was a re- 
turn premium feature to the policy, which is 
always taking to the man who has never ex- 
amined the ins and outs of life insurance. 
When these wide-awake solicitors began on 
the first man they told him that they only 
wanted to place just three policies of this 
sortin town. Soon after they had got three 
men on their strings, they expanded the 
number to five; then to seven. It may be 
idded that when the policies came, they 
were not what the victims expected they 
would be; the guarantees were not as repre- 
sented, and every one of the seven men is 
kicking, and refusing to take the policies. I 
give this sequel for the purpose of showing 
ut, as far as this town is concerned, this 
special work has done harm as an advertis- 

g scheme, instead of good. 

A few years ago a local agent of this very 
same company came to me and said that he 
desired to boom his business in my pom 
and wanted to do some advertising. He told 
me how much money he wanted to spend per 

nth for about three months, and left the 

ttome. I proceeded to use up the ap- 

priation by publishing in my paper (a 

al weekly) short reading articles, of about 
a third of a column in length. I gathered 

gether little anecdotes and incidents to 
illustrate the value of life insurance in 
general, and old-line life insurance in par- 
ticular. Then I wound up with setting 
forth the especial advantages of this big 
mpany that offered its policy holders para- 
unt advantages. My customer held that 
these articles did good. They helped to pave 
he way for the personal solicitation that 
followed on his part. Some of my articles 
vere addressed to the objection some wives 
have to their husbands taking life insurance ; 
others to the folly of getting insurance of a 
particular kind because it is cheap. 

There is no branch of business, in my 
judgment, that affords so fertile a field for 
the advertiser as the life insurance business. 
[f aman or woman wants to buy dry goods, 
they will generally be bought, if the money 
is at hand to buy them with, whether adver- 
tising is done by the dry goods man or not. 
But there are hundreds of thousands of 


th 
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people who should take life insurance, who 
don’t know it. If they do know it, they 
don’t know which kind to take; they are un- 
aware as to which will pay the best. The 
advertisement, published in the magazine or 
newspaper, is what is needed to inform them. 
It is a rare thing that the advertising pages 
of newspapers or magazines contain any in- 
telligible life insurance notices. Masses of 
figures, which many people think can be 
twisted around to prove anything, are about 
all you see. Here is a magnificent field for 
the ad expert, aud the insurance compan 

that appreciates the fact the quickest will 
profit accordingly. 


a 
CATALOGUES, 

The making of catalogues is not an easy 
task, nor has its principle become one of 
the exact sciences. The work is difficult, 
requiring skill and patience, with a mastery 
of the art of presenting facts in the simplest 
and most direct manner, so that unless one 
is a specialist he is apt to commit himself to 
errors which the trade readers will readily 
detect. This is especially true of cata- 
logues or circulars that deal with articles of 
special manufacture, and which are novelties 
or new devices for some particular purpose. 
The difficulty here is to make the descriptive 
matter so plain and explicit that there need 
be no wonhle in determining the details of 
construction and what the completed article 
is capable of doing. It is admittedly true 
that many special catalogues have failed in 
this respect, simply because those to whom 
their preparation was committed, while know- 
ing what the goods were and how in their 
opinion they were superior to others of the 
same class, yet were unable to convey their 
own knowledge to the trade. They did not 
write with sufficient clearness or distinct- 
ness, or else stated what they regarded as 
actual facts without presenting enough good 
reasons therefor. he best article in the 
world may fail of success unless it is prop- 
erly introduced, and it is gratifying to note 
that the catalogues and circulars—these ad- 
vance couriers of commerce—are being put 
in a better class than has been the case 
hitherto.—Stoves and Hardware Reporter. 

-o 
DOES A GOOD BUSINESS, 

A quaint and decidedly original healer 
who does business on one of the Buget Sound 
islands advertises in placards and posters as 
follows : 

“* Legs and arms sawed off while you waite 
without pane.”’ 

“ Childbirth and tumors a specialty.” 

“No odds asked in measles, hoopincoff, 
mumps or diarrear.”’ 

“ Bald heads, bunions, corns, warts, cancer 
and ingrowing two nales treated scientifi- 
cally.” 

“ Coleck, cramps, costiveness and worms 
nailed on site.” 

“Wring womms, shingles an 
cured in 1 treatment or no pay.’ 

S.—Terms: Cash invariably in ad- 
vance. No cure, no pay.” 

“N. B.—(Take notice.) No coroner never 
yet sot on the remains of my customers, an 
eny one having me doant haf to be laying up 
money to buy a grav stoan. Cum 1, cum 
awl.” 

The writer adds that this man does a good 

business, although you would not expect it, 

and his patients say that he cures disease 

thoroughly and quickly.—ZA.xchange. 
ee 


d cross eye 
, 


A nore: ad should not be overcrowded. 
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NOTES. 


Henry Bricut has been appointed Eastern 
representative of the Pittsburgh Leader. 

Casgy’s bookstore, 123 Fourth avenue, 
New York, has the following novel catch 
phrase displayed outside : ‘*‘ Empty thy purse 
into thy head.” 

Mr. H. D. La Cosre, of 38 Park Row, has 
been appointed Eastern representative of the 

ackson (Mich.) Morning Patriot, Evening 
riot and Weekly Patriot. 

Unper the title, “‘ What Others Think of 
Us,” the Michigan Stove Co. has reprinted 
in a beautifully printed and illustrated book- 
let articles that have appeared about it in the 
trade journals. 

Mr. Cyrus H. K. Curtis, proprietor of 
the Ladies’ Home Journai, sailed on the St. 
Louis, from New York, July 17. His jour- 
ney is megely an outing and he will come 
back on the return trip of the steamer that 
carries him out. 

A NovEL advertising scheme was inaug- 
urated by one Omaha shoe firm previous to 
the Fourth. One thousand bunches of fire- 
crackers were tossed from the top of the 
building, and one bunch in every twenty-five 
contained a ticket “‘good for one pair of 
shoes.”’ 

Mr. Wittarp Everett, the advertising 
manager for Hood’s Sarsaparilla, sailed for 
Europe on the St. Louis on Wednesday, July 
17. hile absent Mr. Everett will look over 
the field in Great Britain with a view of in- 
gene J the advertising investment there in 
the early future. 

A Harvem furniture dealer has a good 
parody on the fake ‘* mark-down” sales. It 
is acard on a rocking chair, and thus dis- 


played : 





NEVER WAS $4.00 
ONLY 2.50 








—_ +o 
BERLIN'S PRIVATE POST. 


Berlin has had for some years past a pri- 
vate postal company for the delivery of let- 
ters and packages, and students of the postal 

uestion are somewhat astonished to learn 
at this concern rivals the Government Post- 
ice in cheapness and pays annual divi- 
dends of 25 per cent. The private post car- 
ries a letter of ordinary weight within the 
bounds of the city at two pfenninge, or about 
57-10 mills. Last year the private post car- 
ried 2,250,000 packages. The company em- 
ploys 1,000 men and many horses. The pri- 
vate post charges less than the public post 
for packages, circulars, and the like, and 
does a great deal of the work for business 
houses that in New York is accomplished by 
ial delivery wagons and messengers in 
employment of the house. Some busi- 
ness houses save large sums annually by 
making use of the private post. 

The capital of the concern is not large, for 
its 25 per cent dividend was made last year 

net profits of about $100,000. It has 

s that the great European cap- 

itals should have like private posts and es- 

— _ aprmasionsl exchange od letters 

pac n competition with the Postal 

Union. But the laws of most European 

countries, like those of the United States 

secure to the governments a monopoly of 
business strictly postal.—New York pwnd 


PRINTERS’ INK. 


AFTER ADVERTISING, WHAT? 


Retail merchants who advertise are p 
ticular about the appearance of their stor: 
the bronze signs are kept polished, the « 
trance has an inviting teak and the attracti 
window display is always seen through ck 
glass. In the store there is an air of ne 
ness and the arrangement of the stock 
convenient. It is the object of the proprix 
to give his customers a fair equivalent 
their money. 

All these facts are set forth in the daily 
newspaper ads and the combination of g: 
advertising with a good store has its effect 

Now something else is needed to make the 
business successful and a very import 
something it is, too. Courtesy and a kn: 
edge of the business on the part of the sales 
men are quite as necessary as good ads. 

In New York City even some of the bes: 
advertisers have clerks who will allow peop! 
to leave the store without making a purcha 
and feeling that they have not recei\ 
proper attention. In these same places t!x 
clerks very often do not know what has lx 
advertised in the daily papers and cannot 
swer intelligently the questions of peo; 
who have read the ads. 

Printers’ Ink has mentioned this matter 
before, but it is important and should be i 
pressed upon the minds of every reader 
the *‘ Little Schoolmaster.’”? The salesn 
should know each day just what has been 
advertised and the special inducements 
fered to customers. A good plan is to hav: 
copies of the ads given to the salesmen 
their arrival in the morning with whatever 
verbal instructions are needed. 

Frep WRiGur. 


———_+o>—__—_—_——_ 
GENERAL ADVERTISING IN MEDICAI 
JOURNALS. 


Physicians are becoming every day more 
interested in the advertising pages of medical 
journals, and this is evidence that what they 
find therein is of interest and value to them 
Therefore, why not make this part of the 
journal of greater value to them by inserting 
advertisements not only of manufacturing 
chemists and drug houses, but of concer: 
dealing in goods which are indispensable 
the doctor outside of his practice? As a: 
instance, we know of acarriage manufacturer 
who sold in six months over two thousat 
dollars’ worth of carriages to the medi 
profession through a one-half page adver 
tisement in a medical journal. This on 
shows that doctors will welcome advertis: 
ments outside of the regular line we are now 
carrying, and build up for the advertiser a 
business only reached p ece- this chann¢ 
It will please the reader and pay the pub 
lisher. hat more can we ask ? 

The London Lancet, probably the leading 
medical journal of the world, contains sev 
eral pages devoted to advertisements of boot 
and shoes, pianos, underwear, clothing dea 
ers, carriages, financial institutions, etc. N 
one can deny the success this journal ha 
attained, both from a literary and financia 
standpoint, and it is quite evident that this 
character of advertising is not only satis 
factory to its readers, but remunerative ¢ 
the publisher. If a journal of this hig 
character points the way, why should we r 
fuse to follow ?—Bulletin of the America? 
Medical Publishers’ Association. ’ 

ete 
You can’t expect a crowd to come 
And heed your call when you are dumb. 
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ON ORIGINAL LINES, 
By Marco Morrow. 

It has long been the supposition among 

ivertisers and advertising men that two 

ngs are necessary to bring an advertising 
dium up to the standard value: 

First, the paper, magazine or periodical 

ist be of actual value in itself ; it must 

nething that will command the attention 
readers ; and 

Secondly, a small percemtage, at least, of 

circulation must be among paid sub- 
ribers. 

It is true that there are many publications, 

a more or less flourishing condition, which 

ve neither value nor paid circulation, but 

ey ‘make the bluff at it” and, theoretically, 
se two things have been considered indis- 
pensable qualities. 

A pub lication that will make a radical and 

solute departure from these lines is about 

see the light of day in Newark, Wayne 
, New York. Mr. C. H. Perkins is the 
prietor and he calls his new venture 
- t “American Horticultural Advertiser: 
nonthly publication issued for advertising 
purposes only ; sent free of charge to all the 
rserymen, florists, and seedsmen in the 
United States and Canada.’ 

Further along in his interesting little pro- 
spectus, he says: ‘Being an advertising 

edium, pure and simple, and not pretend- 

t anything else, the American Horti- 
‘ tural Advertiser will contain advertise- 
ments only , and nothing to detract attention 
Srom them 
Again he says: ‘‘ There are two objections 
the present horticultural publications as 
a a mediums, though we would not 
contest or belittle their great worth in other 
spects. The first is that they do not reach 
he entire trade. Their value to their sub- 
ribers in furnishing information as to 
thods of cultivation, etc., is very great, but 
heir circulation is necessarily too limited to 
¢ productive of the greatest possible good to 
advertisers. It cannot otherwise with 
periodicals which are dependent upon sub- 
scriptions. The second objection is that in 
all the present publications advertising mat- 
ter must take a place of secondary impor- 
tance. People look at the reading matter to 
the exclusion of the advertisements.”’ The 
pr spectus does not explain, however, by 
what magic people who will not read adver- 
sements in an interesting and valuable pub- 
tion, are to be induced or compelled to 
read them in an advertising sheet. 

Mr. Perkins is evidently an original genius. 
His greatest originality consists in his 
honesty. There are dozens of trade journals 
which should, by all rights, be in the same 
category with the new “ Advertiser,”’ for 
they have neither reading matter of value 
nor subscribers. They bluff, and Perkins is 
honest. 

Such a paper in reality will have about the 

value as an advertising medium as a 
e directory, without the usefulness of a 
lirectory, for be it ever so prosperous, it will 
never contain announcements from all the 
trade, and just so far will it be valueless as a 
directory. The whole scheme amounts sim- 
P y toa plan for co-operative circularizing, in 
hich business rivals mail their trade an- 
nouncements printed on the same sheet. 

Still, the scheme will be worth watching. 
The first issue is announced for August 15. 

Springfield, Ohio. 


SAVE your voice but reach the crowd— 
Good advertising shouts aloud. 
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IMPROVEMENT IN STORE METHODS, 


In glancing over the daily and weekly press 
of the small towns and cities, it is pleasant to 
notice the improvement in the tone and style 
of the advertisements of the retail hardware 
trade of late. In this line, probably on ac- 
count of the preponderance of staple goods 
and a belief to the effect that all 4 ware 
stores are the same to the average purchaser, 
the evolution from the mere pat 4 or dully 
worded generalization, to the bright, attract- 
ive specialty exploiting advertisement has 
been slower than in po te branches of retail 
merchandising. Merchants are evidently 
taking more pains with their advertisements 
than ever before and giving more time and 
thought to them. Goods appropriate to the 
season are introduced in terse, brightly 
worded head-lines and sub-heads, and are 
often illustrated with cuts which, in some in- 
stances, are furnished by the manufacturers 
of specialties. 

In the equally important matters of store 
arrangement and window display a steady 
advancement is being made. Thar the stove 
furniture, cutlery, builders’ hardware, tin- 
ware, etc., in a dealer’s window, can be ar- 
ranged in amanner bound to attract the eye 
of the passers-by and to produc: an effect lit- 
tle short of the artistic is a fact that is becom- 
ing generally recognized. The potency of 
neatly-written, pertinently-worded window 
cards is also recognized, although not as 
widely as it should be. Occasionally one 
finds a store even in the large cities, the ex- 
terior and interior of which suggests more of 
the character of a junk shop than a legiti- 
mate retail establishment, but they are hap- 
pily few in number and their proprietors are 
usually found complaining of hard times 
when their brother merchants are wearing 
smiling faces and have reason to be in the 
<— Lee frame of mind. 

hile, of course, there are undoubtedly 
onl instances to the contrary, the period o 
depression has had, be it said to the credit of 
the trade, the effect of causing a marked im- 
>rovement in method with a very large num- 
oe of merchants. When they found trade 
dropping off, they had the courage to take 
energetic measures to get what there was to 
, and a change in the character of their 
advertising, more careful attention to the 
details of store management, and an improve- 
ment in the matter of display and arrange- 
ment of goods and the general appearance of 
the store has been the result.—Steves and 
Hardware Reporter. 


i 
THE FUNCTION OF THE WEEKLY. 
The weekly journal is the real oy by 


which new questions must be brought to the 
attention of the public. With them news is 
secondary ; comment, opinion, discussion, 
specific information are functional and pri- 
mary. Such a journal may be intended for 
the mere enterf@inment of its readers ; it ma 
be for their instruction; it may be for both 
combined. Whatever its purpose, greater 
latitude is permissible, both because its in- 
vestment is smaller and because it is not 
liable to so great fluctuations. 

The weekly has reached its highest de- 
velopment in the religious journals, which 
have become also literary and litical 
journals in obedience to a universal } meee and; 
in topical journals, especially agricultural 
ones; in fashion and illustrated papers and 
journals intended merely to amuse. 

In all these the tendency has been towards 
the magazine char’cter and a modified mag- 
azine form.— The Basis. 
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IT GETS THERE IN TIME. 


If a man lowers his hat over the region of 
his mouth, and tells you in the tone of the 
connoisseur that “‘ advertising doesn’t pay,”’ 
he either belongs to the class that have 
formed their opinion through ignorance and 
are too bull-headed to investigate ; or he has 
tried one poor little ad an then got dis- 
conengnd and quit—and all because the pub- 
lic did not tear into its coat and hat and rush 
around to his store loaded with orders before 
~ aper has been out three hours. 

¢ advertiser who always expects direct 
aes at the start-off had better keep his 
money in his pocket, for, although the ad- 
vertisement is the ae eet wonder of this age, 
yet there are even limits to its miracle-making 
powers. 

The think-I’ll-just-try-it-once advertiser 
must remember that before direct results can 
be expected from an ad, it has to do the 
missionary work of educating the public to 
the fact that his store is just as good and 
just | as reliable as his better-known competi- 
tors’. And when you remember the reason 
why his competitors are better known is be- 
cause they advertised in order to secure their 
re utation and standing, and are still adver- 
tising in order to h«‘d this ground, you can 
better understand the hard, up-hill work the 
missionary ads have to do. 

A short time ago I wanted a new type- 
writer, so asked a firm to send me one on 
trial and suggested they write to my bank 
for my standing. Their answer came back: 
““We know you are good for the amount, 
because we saw your ad in Printers’ INK.’ 
The fact that I was an advertiser in Print- 
ERs’ Ink had more weight with these people 
a the opinion of a well-known banking 

rm. 

In April a man asked me to map out an ad- 
vertising plan’ suitable for his business. 
When I told him not to expect results for six 
months, he looked thoroughly discouraged, 
and it took an hour to dispel the illusion that 
if you print an ad one day, your fortune will 
be made by the next. This man is making 
money now, and while I feel gratified to 
ag the ads made themselves felt so quick- 

y, he takes it all as a matter of course. 

% know of a recent case where a woman 
purchased an expensive piece of furniture 
advertised in an old paper dated December, 
1893, a she baopenpe to see among a lot 
of old books. Suppose this advertiser had 
shut up shop a ause he did not receive 
pene: returns from his ad; he would have 
ost this one sale which paid for the ad fifty 
times over. And yet, ten to one, he wrote to 
the publisher of that journal that his medium 
was no good, and, in his judgment, advertis- 
ing was all bosh, ‘anyhow. 

T avertisin is not a lottery, but a tangible 
commodity that can’t help but pay, and pay 
well, if it is carried on intelligently, syste- 
matically and persistently. 

W. CHANDLER STEWART. 


DOES IT PAY? 


Not the number of papers disposed of, but 
the number bought to read, is the thing ‘that 
concerns the advertiser. ‘Guessing contest 
coupons and cyclopedia checks may inflate 
by thousands the temporary sale of a news- 
paper, but the advertiser, who pays increased 
rates therefor, is, to speak plainly, a victim 
of bunco. The waste-basket is always a 

ainer, and the man who wins the prize, per- 
aps ; dut in no case the advertiser.—News- 


paperdom. 
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TAKE A HINT FROM MARY. 


Mary had a little lamb— 
You do not look surprised. 

Of course you don’t, for Mary has 
Been widely adv ertised. 


And something you may learn from this, 
If you are not a clam; 

You can be just as widely known 
As Mary and her lamb. 


Your name can be a household word, 
And you be known so well, 

That folks will confidently buy 
The things you have to sell. 


And when you once have got yourself 
Into the cheering rays 
4 the sunlight of publicity— 
You bet your life it pays! 


actenadiliteaeniatentn 
THE TROUBLE. 

The trouble with some of the so-called 
“*ad-smiths " is a tendency to exploit the 
selves rather than the goods they advertis: 
—Catholic Ti tn 


Classified — Advertiooments. 


Advertisements under this head, twolines or move 
without an. 25 cents a line Must be 
handed in one week in advance. 
WANTS NTS. 


Wy step — —Foremanship, d 
perienced. Refs. “C.! .8., - 
I OOKS, maj ictures, etc ete., wanted for premi 
ums to PR Resale YOUTH masters Ho Mo. 
W Boonen AGRICULTURIST, Racine, Wi 
Ad etna teenie nt 20 cents a line for 25,000 
circulation, guaran 
As S52 COED omaee desires foremanship of 
country office in N. Y. State. 
S MAC x wy Printers’ Ink. 
Ms wanted. «yr = copy of Cups and full 
cents. THE CHIPS 
PUB. CO., 407 ee chen u Chambers, New York. 
SSISTANT editor and mai manager of high-grac 
A magazine my — ee in an capacity on 
first-class paper. A. F.,” inters’ Ink 
U* -TO-DATE stata foreman nee. county 
per, a Senn Sun, RE Pr to buy one 
interest at » Printers’ Ink 
LiARoo ND newspaper ! per man, experienced as 
rial writer, telegraph editor and man 
hange. F. HIN 


aging. editor. ay Wg CH 


or Pte 5 A Ex 


ge you want, as editor or reporter, an experi 

, well qualified, reliable newspaper man 
who ae to worth b: pam temperate, 
write “8. D.,” care Printers’ 


ae eae purchase a good d: 

poe nay eee & 7, r¥- 

Pen, ae ferred. dress “DAILY NEWSP 
Room 34, Tribune Building, New York 


Apea man of several years’ experience wants 

position on daily in Central States. Sm./! 
salary and reaso com’n. For farther - 
formation address “ M.B. W.,” care Printers’ 


p4ar wishes to buy an saborest in prospective 
daily newspaper ; thrivi Sone Miss 
R.; — experience, wi business 
o“A. M. Zz, .” Printers’ Ink 
ae Situati in b department 
or as reporter on country is 4 by a you 1g 
man of — and experience. a £o00K 
itor and can make up fo orms and do job work. 
ay or oF, lilinots preferred. Ai Address 


newspa 
bitants 





\ TL) ANTRD Position is Gaui as business orady. mgr 
dail png 


of 

paper. 7 printer— iepeere 
y id hard Secker, No bad 

Now bus. and 0 4 mgr. of leading daily 

in ow of 30,000, Satisfactory reasons for chanix: 
Will go anywhere. “ L. M.N.,” care Printers’ Ink 
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rience de- 
Py NRE, 
WA RREN 
7 Bare lay 


VIROULATION manager of long e: 

( res to make connection with 
or x. 4 No fancy salary. G. 
care of Universal Addressing agency, 7 
St., N. Y. 

)RINTERS’ INK has acknowledged that I am 
I the best advertisement writer in the West. 
$200,000 a = 
like to make 
this c By 
LDWELL, 


Am now with a house placin, 
For personal reasons I woulc 
change. Have no objection to leavin 
Who wants a good man! M. A. U 
P. O. Box 901, Chicago, Ill. 

’ ENTLEMAN of good address and experienced 

1 in appointing and handling agents and can- 
vassers, wishes to make arrangements with a 
substantial manufacturing concern to represent 
them in Philadelphia and vicinit Satisfactory 
reference and security can be furnished. Ad- 
dress E. GILES, Room 5, No. 16 N. 7th 8t., Phila. 


you have any special way in whic’ > you wish 
* me to distribute your booklets, circulars or 
samples, let me know and the inst vesous will be 
carried out. 5,000 is the number required for 
Muskegon and gaburbe. Can | have a contract 
with you for fall work in Muskegon or anywhere 
in West Mic meant Ask for “ Advertising Seed ” 
pamphiet. P. P, STEKETEE, Muskegon, Mich. 


H HERE IS AN OFFER FOR 
PROGRESSIVE BUSINESS MEN 

If you wish people to form a favorable impres- 
sion of yourself and your business throw away 
that old-fashioned letter head and use one that 
will represent your business in a creditable man- 
ner. Elegantl gomgeee and = ed plate for 
letter hei 50. ves the *t of a litho- 
graph. Sketch ot design — x no 
charge if Ss poo ti act size and 
wording. . MOSE. EY, 27 Hill St. , Elgin, fl. 


Warten AGENTS—Exclusive territory. For 

publishers unequaled as a subscription list 
builder. Our leader now—aseller staple as flour 

the new, - we peveremte 6-foot Statistical 
Wall Map 0 .S.,and World reverse side. The 
only map p AA much in the world, likewise 
the best for general use ever published ; so con- 
ceded by its publishers, the est « compilers and 
publishers o mapein the world. Sellsitself. Re- 
tails, $5.00; to publishers and agents, $1.00. Par 
ticulars for stamp. In some instances will take 
advertising in part payment. Address CALLERS’ 
REGISTER, 715 Pine St., St. Louis, Mo. 

ae - 

MERC ANTILE LAY Ww. 


NAVANAGH & THOMAS, Omaha, Nebraska, 
lawyers and usters.’ Collections of job- 
bers handied anywhere in lowa or Nebraska 
with success; 2,000 of the leading Fastern job- 
bers examine our reports every week. Are rec 
ommended by all credit men as the best system 
of watching their trade. Write us. Reference, 
W. & J. Sloan, New York City. 
i 
TO L ET. 


Y ABE: Poston. Space. 
W E have for revt, at 10 Spruce St., two con- 
necting offices, one large and one small. 
They are up only one flight of stairs and are well- 
lighted and the pleasantest offices in the build- 
ing. Size of large room about 20x%; « 
10x15. If wanting such offices, please call and 
talk about price, ete. Will be fitted up to suit. 
Address GEO. P. ROWELL & CO. 


ADVERTISING AGENCIES. 


QTANLEY DAY, New Market, N. J. ADVERTIS 
7 ER's GUIDE, 25c. a year. Sample mailed free. 
NY responsible advertising agency will guar- 
antee the circulation of the 4 ISCONSIN 
AGRICULTU RIST, Racine Wis., to be 25,0 

¥ - wish to advertise anything nents re 
time, write to the GEO. P» ROWELL 

ADVERI ISING CO., 10 Spruce St., Ne ow York. 


¥ ES, they have been asleep out here, but 
they” re rubbing their eyes now and os s 
Only 


going to be business—big business, too. 
four—four—large advertisers are coveri the 
entire Pacific Coast thoroughly to-day. Now 

now—is your time, and we-—we—are the people 
above all others who know how to cover it cheap- 
est and most effectively. Let us tell you about 
it. WILDER &CO., 621 ket St., San cisco, 


NEWSPAPER INSURANCE. 


HE YANK, Boston, Mass., wards off business 
death. 60,000 monthly. 


PRESSWORK, 
F you have a Jong run of Y mene pine it will 
may you to consult us. —- press-room 
in the city. Best of work. »st reasonable 
prices. FERRIS BROS., 324-330 Pearl St., N. Y. 


ILLUSTRATORS AND ILLUSTRATIONS, 


I | ENIOR & CO., Wood Engravers, 10 Spruce 
. , New York. Service good and prompt. 


7OUR AD is worthless if no one sees it. A 

clever sketch attracts. Combine the two. 

10 striking sketc os, to fit your ads, $5. ~L. 
WILLIAMS, L. & T. Bidg., Wash., D.C. 

ANDSOME illustrations sand initials for mag- 

azines, weeklies and general printing, 5c. 

per inch. Sample pages 0 cuts free. AMERI- 

DAN LLLU STRATING CO., Newark, N. J. 


~~ 
MISCELLANEOUS. 
N her Post-INTELLIGENCER Seattle has one 
of the four great papers of the Pacific 
Coast.” —Harper’s Weekly. 
W cossin AGRICULTURIST, Racine, Wis. 
Only English ricultural paper printed 
in Wisconsin, Established 1877. 
YURRENT EVENTS—That defines it exactly. 
Monthly ; illustrated. Review of news of the 
world. Invaluable to Chautauquan readers and 
current topic sclubs. 30 centsa year. CURRENT 
EVENTS CoO., Rockville, Ct 


> 
ELECTROTYPES. 


E VERY electro ri * when it goes om. 
4 H. CROSLEY C » 149 Leonard St., 
p4z $1.50 and get our best half-tone portal 
All kinds of cuts at prices as surprisin 
CHICAGO PHOTO E} 
185 Madison St., Chicago. 
y' )U may write your own ads, but one thing 
sure—you can’t make your own cute. 
Think of us ; $1.50 for best half-tone cut ; prices 
like that and work the best. CHICAGO PHOTO 
ENGRAVING CO., 185 — St., Chicago. 


SUPPLI 


* see 


Write 
GRAVING CO., 


us your wants. 


7 AN BIBBER’S 
Printers’ Rollers. 
INC for etchin: BRUCE & COOK, 190 Water 
4 §St., New Yor 
Bus JHEADS—4}¢x8}<,10M $10, 5M $6; 95¢x8},10M 
$12.50. ELECTRIC PRESS, Madison, Wis. 


NEw SPAPER—Rolls or sheets. First T's. 
rite A. G. ELLIOT & CO., Philadelphia, Pa. 


T= PAPER .  Seeneee with ink manufact- 


ILSON PRINTING INK 


ured by the W 
‘ee York. Special prices 


COo., L’t’d, 10 Spruce B 
to cash buyers. 
PRINTERS, 
7 AN BIBBER’'S 
Printers’ Rollers. 
HE 4 )TUS PRE 40 W. 23d St.,N. Y. (Seead 
under “Advertisement Constructors.”) 


-— = —We make type, cases, stands and 

hase—every yo 9 that a printer 7 and 
our prices are the best. See us first. WALKER 
& BRESNAN, 201 to 205 William St., N. Y. 


1 O00 NEAT business cards for $1.50. Ihave 
b] o hand a large quantity of fine bris- 
4 board. While it lasts I will fill orders at the 
above price. Cash with the order. WILLIAM 
JOHNSTON, Manager Printers’ Ink Press, 10 


Spruce St., New York. 
( UR outfit No. 1—$5.50 : 1,000 linen note heads, 
1,000 envelopes, 1,000 statements, 1,000 busi 
ness cards ; ten dollars’ worth peiatiny See $5.50. 
Business cards $1 per 1,000 st bigwest 
card-printing house in pom Send 2cent 
stamp for samples. THE PAUL ©. CARTY 
PRINTING CO., Eberly Block, Columbus, O. 
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ADDRESSES AND ADDRESSING. 


Doeaeane wrappers appers in cumenee t for adv. 
space is ie heim TOWNSEND, 408 E. 22d 
St., Minneapolis, 


Le it, sold, rented, or ex: 
Valuable lines of fresh letters a. 
tom. Write for lists and_ prices. hy 
letters aspecialty. A. LE NGW 
PANY, 112-114 Dearborn St., Chicago, hire 


— +o 
ADVERTISEMENT CONSTRUCTORS, 

L240. CURRAN, 

pe} fh v= R. MES R. LONG, Wash., D.C., 


1308 B st., 8. 
Qix retail! pon with guts, $5. R.L. CURRAN, 
“111 W. 4th St., N.Y 
7 ANT to know me! brings sam- 
ome . W.C. sTKWAR 4114 Elm Ave., vo. Phila. 
CO" tee 'Y readers and ithy car signs written 
vitor $l cack ow Yorke 50. R. L. CURRAN, ll 





[EPICA ae #2, retail ads $1. No less. I’m 
not the c kind. CHAS. A. WOOLFOLE, 
8t., Louisville, 


USINESS literature— inter Tiered I assume all 

details of writing and printing. CLIFTON 
WADY, Somerville ( on), Mass. 

'} HE only wet ‘of exclusively medical and 


drug adve! Advice or sam ae free. 
ULYSSES G. MANN G, South Bend, In 


| Pg ee 20, iliaieann whet 1épten. 
General vertisers can have specimens. 
R. L. CURRAN, 111 West 34th St., New York. 


A —_ to follow : Dg ) eater who does 
4 apo CE your a lars or book- 
iets, bes sure to M. JO OHNSTON. of Print- 
ers’ Ink Press, do the print ng. 


M* 2 booklet is most ready. People who ask 
it first. Free to any business man 
who writes for it on his business paper. R. L. 
CURRAN, 111 West 34th St., New York. 
tas ta for = advertisements a year. 
“ 


E. L. SMITH, a Bldg. Boston, Mass. 


€é A®s Oypaemne FOR RETAILERS,” 64 pages. 
x you pa Sos a quarter’s 
th you may ha we ke ur back. CHAS. 
kusti BATES, Van erbilt. Building 3 New York 


¥ OU want your - written in modern style 
to sell ully. Long or short, 
they should 
sample. 








y. 
beattractiv ive. Terms satisfactc ory. * 
GEO. W. MARSTON, Portsmouth, N 
OW is this? One dozen bright, cris ant 
snappy little reading notices of 2 to 6 lines 
to fit == business for Your money back if 
they are ne oe up to the scratch. is offer 
1. JED SCARBORO, Box 63, 
Station W, Broo lyn, N. Y. 


Pt $10 I will print 1,000 8p booklets, dy 

q ity of heavy nen at gt and any 

4 Bey may .“— it accom- 

care he a KS Address 

aw 50H ‘ON, Manager Printers’ Ink 
Spruce S8t., New Y 





pn ae little pai phs (2 to 6 lines) 
12 Bavertising your eragrap for #5. You'll 
re when you've used upa dozen. I sea- 
1 with a —_ of sense that wins cus- 
tomers to both 4 uly, JED SCAR- 
BORU, Box 68, ation > Be 





Brookl lyn, N 
PREPARE aint magazine e ads for $5, in- 
e+ a little lin it,and give an el ro ae 
tho cute en! eed eae — set up ; }¢-page ads, 


the ad writer anon 


page, $15. 
which mak ne ad: 
of highest grade. Sein Ti West sath to 


8t., New York. 


Wetting tod you think yest success has some- 

do with abilities of an ad 

I we been successful. My work has 

= —_ to O be effective. Being -* “‘_ an 

present and prospective clients 

should S. faith in me. Prospective clients 

should send for my bookies and samples. 
H. P, BROWN, NI 



















@ PECIAL service is best service. I make a spe- 
\ cialty of telling ads for shoe men and furni 
ture dealers. Live advertisers for immediat« 
profit like my work. Six original nail- hitting 
is, #5; much less in proportion for a series 
Your money back if they don’t please. W. L 
FAIRBANKS, Box 857, PI elphia, Pa. 


# as oan t ve been writing - signs for canned 
beans, jewelry n 8, getting up an 
introduction for a cata’ outalog io fer a 
game, for a puzzle, for vencils, yd 
gum, a circular letter to weed acturers, a hair 
ee and some others. Been fairly busy 
‘act, = this season, but am always ready for 
a “4 charges are reasonable. R. L. CUK 
RAN, lll uth Bt. St., New York. 


Tr you’re in business and advertise, I’d like to 
correspond with you. My business is to in- 
crease your business and to build up my own. 
he r is advertising, prop- 
erly written and placed. I do both as well as 
man is capable of doing. If you think there's 
value in my work, you po er 
more. Will you write? Puce. SM at 
Building, Washington, D. C.; Naditable Falidin, 
Baltimore. 





- writi 





( ‘LOTHING ads are a great feature with us ; so 
sat that one of our staff (a business man 
of eight years’ experience in clothing) is devoting 
three-fourths of his entire time to their construc 
} agh he writes them sensational or dignified, as 
e case demands, and each is specially de- 
} he to command attention. Regular service 
or series of these ads, $2 each—any size under 10 
in. double col. Samples free to <p oe aaa. 
WILDER & CO., 621 Market St., San Francisec 


A TTRACTIVENESS does not always imply or- 
8 sometimes much 
more effective— ‘it de ends, of course, on the sub- 
ject to be treated. you have not ‘made a life 
weer < ot one and ood —_ ‘ou will not suc 
e resu y attempting to 
lay oa m thea iekaile, of the on yourself, neither 
ll your printer if he has not had these advan- 





tages. If the work is Spatient and you want 
aS 4 it ca Pua and without any annoyance, it 

y you now us. Perso: interview by 
appolr = “if desired. THE LOTUS PRESS, 


I AM doing considerable work for paeeeiing 
—— and > pe oy ising managers. Of course 
they pare pod od ads themselves, but they come 
to me sto get different ideas from their own. Va 
pins ed spice of advertising as well as the 

ice of life. 1 can be of service to more agen- 
cies and more rs. I am trying to get 
enough general advertising to keep me busy. I 
want to do away with re ads as much as pos 
sible. There is too little money in —_ . tis 
worth a good big dollar to writea ‘tail ad 
I don’t want work at a lower 
MOSES, Box 283, Brooklyn, N. 
eral advertising are worth $2 
trated ads from $6 up. 


. @ OU will all want to advertise in the fall. You 
will probably begin about the first of Sep- 
tember. ere is time enough between now and 
then - ne -_ get the 5 sample ads that I pur- 
to send for #2. From them you can judge 
of ~ work, and perhaps you will want to em- 
ploy me regularly. If you do, we can ag =p 
come 7 terms. My name is new to you, but 
have had lots of experience in advertising. | feel 
so sure that my work will suit you that | offer to 
ps it out with the distinct understanding that 
shall be returned if it is not satisfactory. | 
don” t make any oo for 7 I don’t say that |! 
can write better ads than anybo‘ly é 1 don’t 
say that my ads will bring y you more money than 
anybody else’s — I don’t even say that they 
will increase t roposition is simply 
this : On recei tot $21 will send you five adver 
tisements 5 Wanamaker illustrations for 
them. If you don’t like them, send them back 
and I will send you the money. If you do like 
cnem, | —s me sonees _s me how much I will take 
*t make an rmanent 
ae until I find out} just exactly w! you want 
he needs of your business. 
{ feel fect 6 confidence in my ility to give 


Ads for 
and more. Illus 


tell me how to make a plainer, delner 7 proposition 
than cnan ae I would be much to bear iron 
HENRY HOLMES, 1 Beekman St. N. Y. 
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PAPER. 


PLUMMER & co. furnish the paper for 
M. this mi ne. e invite correspond- 
e with reliable i camaedine paper of all 
kinds. 45 Beekman St., New York. 
+o 
FOR | SALI ALE. 


E advertisement, 7 WISCONSIN AGRI- 
5 r t te RIST, Racine, Wis. 

4 lines, “50,000 
S| WOW ANS WORK, Athens, 


OR SALE—Electric motor, Crocker Wheeler, 1 
I h.-p., nearly new. Box 104, New Haven, Ct. 


N her Post- INTELLIGENCER Seattle has one 
. the —y~ - 4 papers of the Pacific 
Coast ”—Harper’s 
PROSPEROU: $80) page ‘ine, with plant, 
A established 9 years and with a national rep- 
tation, is for sale cheap because of sic kness. f 
you w ant @ good thing address “C. K.,” care 
Printers’ Ink. 
p )R SALE—Fine replenal and printing busi- 
ness. Smal gy! splendid field. Doing near- 
y $10,000 ; can be dou New plant. 
tained elsewhere. nee go nowif at all. 
Printers Ink. 


— proven. 


6 


Owner 
“x,” 


Saal 
BOOKS. 

b'n Account Ledgers. 

\Cire’s free. a NSAL CO.,Platte City,Mo. 


( )! books bong and sold. Send s stamp for 
list. ddress A. J. CRAWFORD, 312 North 
h St., St. tone. 


I ANGER SIGNALS, < agg of oa gem hints 

for general ad y mail, 50 
cents Aatress P KINTERS® ‘INK, ry Spruce St., 
New Yor 


A= AN REwerar se DIRECTORY for 
895 (issued June 15th). Describes and re- 
ports the circulation ot 20,395 ne’ pers and pe- 
riodicals. Pays a reward of #25 for every case 
where a publisher is not accorded a circulation 
rating in accordance with facts shown by his 
statement in detail if signed and dated, and $100 
reward to the first person who shows any such 
statement to have Sn aman. Over 1, 
Price, Five Dollars ; 31 cents extra for 
forwarded by mail. “Address GEO. 
& CO., Publishers, No. 10 Spruce St., 


ADVERTISING NOVELTIES. 


{ TTENTIGN — Patent advertising device ; big- 

gest thing out. New invention. Exclusive 
territory. Send for explanatory circular. Box 
71, Los Angeles, California. 


I /R the purpose of inviting announcements 
of Advertising Novelties, likely to benefit 
reader as well as advertiser, 4 lines will be in- 
serted under this head once for one doliar. 


HEET MUSIC—The latest : “ Private Tommy 
Atkins,” with eer ad on, ty ee of rf Mtol 


20 Nera ye Wri te quan. 
tity wanted PARKE, 70 D State Be: , Chicago. 


\ EMORANDUM PADS—Ruled or Pe. Any 
size to order, in quantities, at 

pound. Fine quality, 10 cerzts. F. o. b. Hol 
ash with order. G IFFITH AXTELL & 
0., Embossers, Holyoke, M ASS. 


IE N BOLT, ” most popular song of the day ; 

» “ Trilby ” edition, fine pest music. Your 

ul printed on neath Sen estimate, one 

thousand to one million. THE « CURRENT PUB- 
ISHING CO., 1026 Filbert St., Philadelphia. 


( y! R premium novelties, useful as well as orna- 
mental, reliable, first-c! 


) ETTIG’S tows 


if 
P. PRO LL 
New York. 


ADY 


Our new State maps, 18% edition, just out; 
wall map, new features, retail $3, to publishers 
agents $1. Pocket size 50 cents ; vest pocket 
ve 2 cents, indexed. A vest pocket dictio: 
“ The New Webster ” 25 cents; in morocco, go! 
tamp. gola cents, all ee a won- 
ler ; guaran represented. to ond 
address on receipt, of prive oF stamp 
lars Address ? Pine St., St. 
Louis, Mo. Our — solid gold ‘Fountain Pen for 
one dollar is by any on the 
Man by us. 


PRESS CLIPPINGS. 


OUTHERN CL!PPING BUREAU, Atlanta, Ga. 
Press clippings for trade journals and adv’rs. 


T= CHICAGO PRESS CLIPPING BURGAU, 
36 La Salle * * 0. 40 expert 

Patrons all satisfi push your 

business. Write. 


e can help 


ee 
BILLPOSTING AND DISTRIBUTING. 


P. a distributor of otvertining, matter, 
730 9th St., N. E., Washington, D 


J. DAVIS, circular dist’r and billposter. 
4e Eaton & Calhoun Co's. I Co’s. Box 263, Olivet, Mich. 


L*< LOYD'’S Distributing Ag Agency, Box 67, Mata- 
an, N.J. Monmouth and = ag co's. 


> nail 1 up in Western N. Y.. 
3. Be SThOYER 0., 383 Central Ave.” 


iw you have 
bteonehagh 
Rochester. 


‘[’.O manufacturers and advertisers—I am an 

experienced distributor. Do you want me 
to distribute our advertising x for you! 
J. A. CLOUGH, Chicago, 111. 


+e 
ADVERTISING MEDIA. 
Ts YANK, Boston, Mass., 60,000 monthly. 


I OCKLAND, Maine, DaILy Star. Only daily 


in three counties. 
I- you advertise in Ohio rh will get results. 
For particulars address D. LA COSTE, 38 
Park Row, New York. 


NY person advertising in PRINTERS’ INK 
41 to the amount of $10 is entitled to receive 
the paper for one year 


66 | N her Post- INTELLIGENCER Seattle has one 
of the four je papers of the Pacific 
Coast.”—Harper’s Weekly. 


OFFER advertisers 
H. D. LA COSTE, 
Agent for good mediums only. 


) bo all America there are only eight semi-month- 
lies which have so large a Soe as the 
WISCONSIN AGRICULTURIST, Racine, W 


‘NURRENT EV ENTS, that defines it, ~ ae 

monthly ; 26,000 in Middle and New England 

mited space now on cover of Septem- 

ber aber. Ask for sample copy and rates. 
CURRENT EVENTS Co., Rockville, Ct. 


ARE yon a a \vertising in Ohio! We invite your 
n to the Dayton MORNING TIMES, 
circulating 4,5. copies daily ; the avaaane NEws, 
9,500 copies each issue, an ‘the W TIMEs- 
News, 4,500 copies; are the representative fam- 
ily new: rs of Dayton, with their com- 
bined circulation of 14,060 copies daily nee 
por ge be von hye nity of By oon an athe? N " 
a 95 prospyrous or EWS an 
ng established journals, and have al- 
and sup bane eh. a marked the confidence 
=e 1: on best Ad- 
lew York. 


er rs papers that that bring results. 
Row, New York. 


ie in 
Park Row, 


ARRANGED BY STATES. 


Advertisements ender this head, two lines or more 
without display, 25 cents a line. With display or 
black faced type the ice is 50 cents a line. ust 
be handed in one wee in advance 


ARKANSAS. 
arte only morning daily published at Little 


The Arkansas Gazette. 


Its weekly ofttics te is io — secular weekly 
in the State. The I into = homes of 
merchants and ane people, and the 
Weekly to the farmers ond Wlaboring people. If 
you want to reach the ers among 
a Site pepuaation of a million and ahalf of peo- 
ple, use th 
DAILY AND WEEKLY GAZETTE. 
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CALIFORNIA. INDIANA. 
A pron at 2 og RATT So. Cal.’s HE COURIER, Iiidianapolis. The leading 
eee y. Circulation over 14,000, negro journal.  Cireulatio 
California frui wing distzict of 3,500. CHas, Hs STEWART, pub. Write for ites 
— Jose is the center is thoroughly 
covered by the San Jose MERCURY. i cop- NEVADA. 


ies free. For Pay daily or 


—# address San Jose, Cal. 





THE WAVE, Sinai, Sie Bo 
ow, 5 litical weekly. E. KATZ, 
ini t World bite, Xe “a. 000 a 





Ts EXAMINER we alarger daily areviation 
than all the other morning papers in San 
Francisco combined, and the circulation 


of west of Ch , while the weekly 
Exautsen has the hig! 


circulation yet ac- 
rded to any paper west of the M uri.— From 


Printers’ Ink, issue of July 3, 1895. 


IOWA. 


Quan as well as quantity are important 








considerations for an advertiser. The TELE- 
ere its patrons both. 


PH, Dubuque, gps 
ng advertisers are 


pen of the 
resented in its columns. 


LOUISIANA. 


W. PRESBYTERIAN, New Orleans, weekly 
e over Ala., Ark., Fla., La., Miss., Tenn., Tex. 


MAINE. 


ve HOME TREASURY, A " 
+ proves 50,000 copies per mont. 
A’ ‘in THE INDEPENDENT, Farmington, Me., 
produce results and mail orders 














Maine, 








MASSACHUSETTS. 


3 CENTS for 40 words,6 days. Daily ENTEx- 
PRISE, Brockton, Mass. Circulation 7,000. 








MICHIGAN. 


Se ae Se Lp pen ma ie Daily, 6,000; 
Sunday, 7,000; weekly, 14,000. 
AGINAW COURIER-HERALD is delivered di- 
rectly into the homes by its own carriers. 
AGINAW gg At a ALS cire’n 
in No. Mich. Full teh 




















fpHE WEEKLY COURIER, Genoa. Six pace 
All home print. Leads in Nevada. 





NEW JERSEY. 


BRDGETON (N. J.) EVENING NEWS lea 
South Jersey papers in circuiation. s)a 
ads 12cents, 15 cents, 25 cents an inch an ins 


THE EVENING JOURNAL, 
JERSEY CITY’S 
FAVORITE FAMILY PAPER. 
Circulation, - - - - (5,500. 
Advertisers find (T PAYS! 


NEW YORK. 
he EADERS in 15,000 offices. Tue National 
VISIONER, 284 Pear! | St., New York 


UEEN OF FASHION, New "York City. 
Issued monthly. A million copies a year 


ELMIRA 
TELEGRATI1. 


ELMIRA, N. Y. 
Known Circulation Over One Hundred 
Thousand Copies Weekly. 
A. FRANK RICHARDSON, General Agent 
Rooms 13, 14 and 15 Tribune Bldg., New York City 


OHIO. 


pad Mansfield (Ohio) News ; peeves circulation 
Ly 3,000, weekly 5,000 co copies. ea 
I TREE cire’n of any Prohibition paper in 
4 nation: BEACON AND NEw Era, Springfic ld, O 
“é HE leading Ohio country daily—THE Pigs 
Te pia renstogs the ‘Aseociaved Pre oss ‘Te- 
port. » Soe York Wi 



























































eS Evening =| a Weakly NE larg. Yow HE | circulation of ithe Pigua Damy Cat is 
circulations in the Saginaw Valley, Mic . r than 4 of all the ooer Piqua dai 
es oo on no competi 
~AGINAW COURIER-HERALD is the ———- 
\ newspaper in Northern Mic’ peer nail REPUBLICAN - the best news 
morn cous Renters, | Sunday and Weekly. in th a gee published in any %.00 
rg 000, 1870; Sun my Py TBs the Uni States. Cire jon—daily, 
0 est. a Sa x" op. _ is ed third j weekly, 2,000. 
city in Mic or further information ad- TQUA, Ohio, has ann. 
dress . grown to bea city of 13,0 
H.D Park Row, New York. P % is the third city in this country in the 
pootueton of linseed oil, and “Piqua brand of 
MISSISSIPPI stra’ stands at the head ere are only 
° 13 cities in Ohio whose manufacturers pay 
HE WATCHMAN oo drcuinilon greater amount for labor.—New York Trit 
he Sou d isa seg Piqua, Gate, < CALL is the only daily p 
—t- medium. Send for sam between Toledo and Dayton and Columbus 
copy and ad JAS. M. WALKER, and Indianapolis which receives wire news 
Publisher, Will urg, Miss. peving the exclusive Associa’ Press franc his 
It dg Bn cae of 1,515 copies oany, and is a 
rogressive newspay ua is connected 
MISSOURI. by elects salleay chk Troy Obie . 
seven miles distant, having a population of 4. 
ak. THE Piqua CALL has a ter circulati 


I y ANSAS CITY WORLD, daily exceeding 25,000, 
\ “Sunday 30,000. 





“é E have to make i 
__Y¥ readit.” MED. POR 


MONT ANA. 


’ Nee! LIVINGSTON ENTERPRISE : eight €8; 
all home print. Circulatio n exceeds Lodo, 
ANACONDA STANDARD. Circulation three 
times greater than that of any other daily 
paper ip Montana: 10,000 copies daily. 


because so many 
NIGHTLY, St. Louis, 





than any Troy dail For prices for s; 
“any further | 


oaks of the r an na- 
tion, address HD. 1. ACOSTE, 38 Park Row, \. Y 


OKLAHOMA. 


T= GUTHRIE DAILY LEADER, the lead 

mornin, pers in the Territory, accept 
vertising with the distinct and positive ¢ 
antee that it has double the paid circulatio: 
any _— in Oklahoma. F. 
Lucas, Ad 
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31 
MEXICO. 





Ts, PATRIOT, Harrisbu me, Fi enna. Forty- 
third yess. Politics, in  omypne 4 Demo- 
cratic. papi 8,000 


Leadi at State 
daily, 5,000 week af, "tates low. Population 54,000 


T least twenty-five American missio’ 
recommend and solicit eabesriptiene for i L 
Faro wherever they visit. A 305, Mexico 
City. 





TO daily in bee gl ony or aavenane either, 
N for that mat re desirable cir- 
culation than the "Chester It reaches 


2,000 people in th ewes f the Keysto 
Se WALLACE BL, Chester, Pa a 
_ RHODE nent 


Cc he 50,000 





rf year. 


SOUTH CAROLINA. 


; daily edition of THE STaTE, Columbia, 8 
is the most popu paper in a Feateed 
South Carolina tow The semi-weekly edition 
reaches over 1,000 seap-cllees in South Carolina. 


TENNESSEE. 


\ EMPHIS MEDICAL MONTHLY, 

4 Tenn. Only medical riodical 
in the Miss. Valley —" it. Louis anc 
leans. Established 1 


VERMONT. 


HE HE Burlington FREE PRESS has largest Daily 
and Weekly circulation in Vermont. 








pee 








Memphis, 
blished 
New Or- 








VIRGINIA. 


[ee STATE, Richmond, the fi. ‘people, 

paper in a community i suse people, 
publishes full Assoc: hes, and is 
a live, w fi ] cate oy New man- 
agement, ty stting machines, new press and 
many improvements. Greater local circulation 
than any other Richmond daily. Prices be oh space 





of H. D. LACOSTE, 38 Park Row, New Y 


WASHINGTON. 


GEATILE TIMES. 








S EATTLE TIMES is the best. 





GEATILE POST-INTELLIGENCER. 


T™ HE E TIMES is the home paper of Seattle’s 60,(00 
opie. 


SEATTLE afternoon daily, the Times, has 
he largest circ mtetion of any evening paper 
anal of San Francise 


** | N her Posrt- INTELLIGENCE ER ‘Seattle has one 
of the four t papers of the Pacific 
Harper’s Weekly. 


SPOKESMAN-REVIEW 


MAN and + ae Prchtve, en oty A... 
field. No competitor within 500 miles. Popula 
tion Spokane, 1881, 500 ; 1894, 35,000, and 
present history of ‘Spokane has been marvelous ; 
its future will be the wonder of Western civili 
zation. The Review isthe recognized exponent 
of ali the best interests of Spokane and the vast 
country tributary to it 


WISCONSIN. 


W ying AGRICU LTURIST, roar oaeen 
Only E icu paper print 

in the State. ‘Rates only 2 cents a line 

lation over 25,000. 


CANADA. 


[HE largest circulation in New Brunswick is 
enjoyed by t RESS, a weekly issued 
at St. John.— From Printers’ Ink, issue of May 8, 


Coast. * 


THE 
SPOKANE 
Only morn 








Cireu- 





SO. & CEN. AMERICA. 


rewd advertisers use 
PANAMA STAR & HERALD. 


CLASS PUBLICATIONS. 


Advertisements inserted under this heading, in 
the appropriate class cost 25 cents a line, for each 
insertion. One line, without display or black 
ti type, inserted one 1, 52 weeks, for $13, 6 
months for $6.50, 3 mothe ths for $3.25, or 4 weeks 
Sor $1. Display or black faced type charged at 50 
cents a line each issue, or $26 a year, or af. 
month, for each line of pearl < — occu: ed by 
the whole advertisement. For ublisher who 
does not find the heading he F 's one will be 
made to specially fit his case. 


AGRICULTURE. 


HOME AND FARM, Louisville, Ky 
WISCONSIN AGRICl JRIST, Racine, Wis. 
WISCONSIN AGRICUL LTU RIST, Racine, Wis. 


COAL. 
COAL TRADE JOURNAL New York City. 
DAIRYING. 
The American Creamery, Chicago, 
FASHIONS. 


QUEEN OF FASHION, N. Y. City. 
+e d monthly. A million copies a year. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 


FRIENDS. 
FRIENDS’ INTELLIGENCER, Philadelphia. Es- 
tablished 3,500 


S 





1844. Circulation 
HISTORICAL. 

THE AMERICAN HISTORICAL REGISTER, @ 
Monthly Gazette of the Patriotic He itary 
Societies of the United States of America. Send 
for advertising rates and » “ee copies. 120 
8. Sixth St., Philadelphia, 


HOM@OPATHY. 
HOMCEOPATHIC RECORDER, Phila., Pa. 
LARGEST CIRCULATIONS. 
ELMIRA, N. Y., TELEGRAM : Over 100,000 weekly. 
LITERATURE. 
THE WAVE, San Francisco, Cal. 13,000 weekly. 
MEDICINE AND SURGERY. 
MEDICAL SENTINEL, sworn cir. Portland, Or. 
SOCIETY. 
THE WAVE, San Francisco, Cal. 
SPA NISH. 
REVISTA POPULAR, established 1888, kangen 
Spanish circulation in La world. ‘Gee 
in all languages St., N. Y. Cit 
SUNDAY PAPERS. 
ELMIRA, N. Y., TELEGRAM BGRAR : Circulation over 
100,000 copies weekly 
TEX TILE. 


TEXTILE WORLD, Boston. Largest rating. 


TYPEWRITERS. 
PHONOGRAPHIC WORLD, New York City. 


WELSH. 


YDRYCH. For half a century the national or- 
oat oe a E tertising er issue 12,000 
jes. For address Y 

DE YCH, Ctica, N. 


13,000 weekly. 


‘WOMEN. 


QUEEN OF FASHION, New York City. 
Issued monthly. A million cepies a year. 
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From ALFRED E, ROSE, President H-O Company, W. . 


Doing as much advertising as we do, it is next t 
possible for us to trace results. All that we can expect! 
is to watch the general effect of certain lines of advertis-/f 
ing one year, and perhaps a different line another year a: 
note the result. Among good mediums, we believe street ! 
car advertising is among the first when properly conduct: 
“PROPERLY CONDUCTED” implies the right 
the right display, and the right service. We are glad to be} 
able to state from a number of years’ experience wit 
your firm, that we have found your service efficient, 
dealings honorable, and your system as nearly perfect ass 
comparatively new a branch of advertising could be m 
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From the CLEVELAND BAKING POWDER CO., New York. 


Messrs. Carleton & Kissam, Boston, Mass. 
GENTLEMEN—The old saw about comparisons is so trite } 
and so true that we won’t even quote it, but it is enough } 
to say that while we have been harassed by many a cd 
as to the advisability of advertising in many street cars. it } 
has never occurred to us to question the real value Messrs 
Carleton & Kissam have given us in lines controlled 
them. You have carried out the work so promptly ; 
effectively that we feel that you might open a Training } 
School for some who are going into the same line as your- } 
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From T. E. DOUGHERTY, Proprietor of 
Dougherty’s New England Condensed Mince Meat. 
CHICAGO, ILL. 





sre aware that I consider street car advertising a very satisfactory medium 
ntracts are made upon a fair and reasonable basis, and are faithfully executed. 
I » seems to be, however, a growing tendency among agents in this line to 
prices above the real value of the space to gene ral advertisers. Such efforts, 
sted in, must eventually injure the business, by discouraging the large adver- 
we cause them to seek other channels through which to reach the public 
\nother practice which is quite common and which is to af deprecated, is th at of 
ntracts upon a number of cars in excess of the actual ‘‘ full-time ’’ cars. 
Your firm seem to have set yourselves resolutely against these “ tricks of the 
and by strict adherence to a liberal and honorable policy, have fairly won 
I ence of advertisers. 
The fact that I increase my contracts with you annually tells more forcibly than 
» measure of my satisfaction with the treatment my business has received 
hands. 
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From J. C. AYER CO. 


LoweLL, Mass., Oct. 5th, 1894. 


rs. Carleton & Kissam, 
50 Bromfield St., Boston, Mass. 
GENTLEMEN—Our opinion of surface car advertising in 
lines controlled by you cannot, perhaps, be better ex- 
pressed than by the inclosed contract, which you will note 
ews our obligations to you, for space for another year, 
n your entire list of cars. Your treatment of our con- 
t, during the past year, was all we could ask for, and 
every particular satisfactory. 
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STAL TELEGRAPH B’LD’G, NEW YORK. 
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A JOURNAL FOR ADVERTISERS, 


a ned oes Wednesday. Subscription 
Dollars a year. Five Cents a copy ; 

Five pellars a hundred. No back numbers. 

After Dosemanar 31 _— subscription price will be 


te Publishers desiring to cabaceibe for PRINT- 
ERs’ Ink for the benefit of advertising patrons 


7 peing P fro 

ble to ay on new edition of five hundred 
copies for $25, or a larger number at same rate. 

t# If any person who has not paid for it is 

receiving PRINTERS’ ix, it is because some one 


has subscribed name. Every r is 
stopped at the Ad t. of the time > pala For. 
New York Orrices: No. 10 Spruce StKeet. 
CHICAGO AGENTS, 
Bennam & Incranam, Room 24, 145 La Salle St. 
LONDON AGENT, 
F. W. Sears, 138 Fleet St. 


NEW YORK, JULY 24, 1805. 











AN ad in the newspaper will get in 
its good work when it’s too stormy for 
your drummer to travel. 


A PUBLISHER’S problem: Whether 
it is wiser to sell a twelve-hundred- 
dollar advertisement for one thousand 
dollars cash in hand, or to extend 
credit for the whole amount and never 
collect anything. 


THERE are indications that com- 
binations among newspaper publish- 
ers, binding themselves not to adver- 
tise, are falling into disfavor with the 
fraternity. The extent to which these 
agreements have been entered into by 
men who depend upon advertisements 
for existence is one of the surprises 
of the time. 


THE St. Louis Repuddic is sending 
out a corps of correspondents who will 
‘*review Texas, past and present, and 
call the attention of the entire country 
to the great future possibilities of the 
State.”’ The letters of these corre- 
spondents will be supplemented by the 
issue of a special Southern edition in 
September, in which trade facilities, 
etc., in the Southwest will be more 
completely covered. 


Or the New York | special agerts, 
Richardson, Beckwith, Van Doren, 
Billson and Perry have Chicago offices. 
With the two named first this has been 
true for a long time. With the others 
it is only one of many indications of a 

rowing patronage and extending use- 
ulness. A discriminating observer 
says that the Van Doren Special 
Agency is the model one among them all 
for the perfection and fairness of its 
business methods. 
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WoMEN admire handsome men 
Why not use handsome men’s picture 
then, in advertisements appealing pa’ 
ticularly to the gentler sex? Such ad 
would certainly be attractive, besides 
lending a pleasing variety to the back 
pages of the magazines. But the re 
trouble is to find handsome men t 
make pictures of. 





PRINTERS’ INK has no hesitation 
pronouncing the series of Pearline ac- 
vertisements to be the best that hay 
appeared in American newspapers a! 
periodicals during the past few years 
The excellence of this advertising has 
consisted not only of wording and dis- 
play, but also in positions secured an 
the choice of mediums. 





New ZEALAND sells advertising 
space on its postage stamps. The ads 
are printed on the backs of the stamps 
—one advertisement on each stamp 
before they are gummed. Thus, the 
manufacturers of soap, cocoa, cigar- 
ettes, shirts, etc., who are not so rep- 
resented by ads, are reduced to the 
distasteful necessity of reading the an- 
nouncements of their rivals every time 
they lick a postage stamp. 


THE Scott & Bowne advertising i 
once more to be placed by an adver- 
tising agency. The firm had littl 
trouble about being allowed the agent's 
commissions, but the trouble seemed 
to be that the cost tended to grow 
larger all the time notwithstanding 
Now it will be a question whether the 
agent will be content with a mer 
commission on the net prices last paid, 
or insist upon a further cut in additio1 


AN unsealed circular, printed 
type, is third-class matter, mailable at 
one cent for two ounces. An additi: 
to this circular, if printed with a han 
stamp, makes it first-class matter. If 
the addition is printed on a press, th 
circular will still be third-class matter. 
If the entire circular is printed with a 
hand stamp, it is third-class matter 
If it is made up of several imprints of 
different hand stamps, it will still b« 
third-class matter. It would bea ste; 
in advance and in the direction of 
common sense to charge letter postag: 
on sealed matter and circular postag: 
on such as is sent unsealed. It 
cruel to tire out the intellect of postal 
officials in deciding whether an auto 
graph was printed on a hand press or 
merely with a hand stamp, 
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Tue Title Guarantee and Trust 
Company of New York, office 55 Lib- 
erty street, undertake to verify state- 
ments put forth by alleged real estate 
owners. For the very moderate fee 
of three dollars and a half this com- 
pany will, within twenty-four hours, 
return asearch which will set forth the 
present owner, as shown by the last 
conveyance of record, and all unsatis- 
fied mortgages of record affecting any 
piece of property in New York and 
Kings counties. From such a search 
it is possible quickly to verify state- 
ments as to the ownership and value 
of, and amount of equity in, real es- 
tate, which statements are made to 
obtain credit. 


IT is admitted on all sides that the 
one New York special agent who se- 
cures most advertising for the papers 
he represents is Mr. S. C. Beckwith. 
No one can tell for certain just what 
is the reason for this state of affairs; but 
everybody knows that for many years 
the one largest patron of PRINTERS’ 
InK has been this same successful spe- 
cial agent. When he consents to rep- 
resent a new paper the advertisers of 
America are at once told about that 
paper’s good qualities in the advertis- 
ing pages of PRINTERS’ INK, and the 
result is soon apparent to all. Pub- 
ishers sometimes change their special 
agents, but it is noted that when Mr. 
Beckwith’s services are once secured 
changes do not thereafter occur. In 
the first six weeks of his engagement 
Mr. Beckwith forwarded more than 
$40,000 in new advertising orders to a 
new paper recently taken on by him. 

—— 


A. J. KENDRICK, publisher of the 
Ft. Smith Art News-Record, was con- 
victed July 2d in the United States 
District Court, at Ft. Smith, of using 
the mails to perpetrate a fraud on the 
Price Baking Powder Co. The latter 
had paid for the publication of a full- 
page advertisement in the News-Record 
f October 18, 1894, and the evidence 
showed that the advertisement had 
been printed in but five copies of the 
dition. E. H. Brown, advertising 
manager of the Price Baking Powder 
Co., appeared as the chief witness for 
the government. The conviction of 
Kendrick is of especial interest to 
newspaper men and advertisers in this 
surprising question which it raises: If 
a publisher can be punished by the 
government for using the mails for col- 
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lecting on an advertisement that ap- 
peared in but five copies instead of the 
entire edition of a paper, couldn't he 
be punished for using them for collect- 
ing on an advertisement that appeared 
in an edition of 5,000 copies when he 
had represented it would have 10,000 ? 
Should Uncle Sam decide to act in 
keeping with the Ft. Smith case it 
would probably make things uncom- 
fortably lively for the circulation liar. 


A DECISION of interest to advertisers 
was recently made in the U. S. Circuit 
Court at New York. The American 
Grocery Co. had obtained by purchase 
from the receivers of the Thurber- 
Whyland Co. the right to use the trade- 
mark Momaja, as a distinctive name 
fora brand of roasted coffee. Bennett, 
Sloan & Co. recently put out a brand 
of coffee, under the name of Mojava, 
which the rival concern claimed was 
an infringement on its trade-mark, 
and applied for an injunction to re- 
strain the defendants from using it. 
The defendants had claimed that the 
name was adopted so as to differentiate 
as much as possible between the two 
brands, and in granting the temporary 
injunction Judge Lacombe said: 
‘*The result of defendants’ efforts in 
that direction is somewhat startling. 
* * Certainly they did noi get 
very far away ; in fact from the point 
of view of a Court of Equity it looks 
much less like a departure than it does 
like an approach, and it may well be 
apprehended that if defendants con- 
tinue to use the word ‘ Mojava’ they 
run considerable risk of confusion 
with the unpopular and unsalable 
brand from which they wanted ‘ strict- 
ly to differentiate’ their own title. In 
the light of decisions which find in- 
fringing resemblance between ‘ Cot- 
toleo ’ and ‘ Cottolene,’ between ‘Cell- 
onite’ and ‘Celluloid,’ between 
‘Wamyesta’ and ‘ Wamsutta,’ be- 
tween ‘ Maizharina’ and ‘ Maizena,’ 
between ‘Saponite’ and ‘Sapolio,’ 
there is little difficulty in disposing 
of this case. Motion for injunction 
pendente lite is granted.” 

eine 
AN ESSENTIAL LACKING, 
The goods were new and fresh, 
The store was clean and neat, 
The clerks were all polite, 
3ut the owner indiscreet. 
The store was unsuccessful. 
The reason you'll surmise, 
Tho’ the owner was a hustler, 
He didn’t advertise. 
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THE MISSOURI VALLEY. 


Extending north to the Dominion of 
Canada and south between the Ohio 
basin on the one side and the far West- 
ern Division on the other is the great 
Missouri Valley, which contains the 
States of : 


lowa, Missouri, 
Kansas, Nebraska, 


North Dakota, 
South Dakota. 

They cover more than half a million 
square miles and in 1890 were credited 
with a population of 8,890,439—about 
one-third of which was of foreign birth 
or parentage. The Germanic nations 
were represented by over half a million 
residents, Skandinavia by almost as 
many more and Great Britain and 
Ireland by over 275,000. The more 
than 900,000 farms, valued at over 
$2,900,000,000, were estimated to pro- 
duce an annua! product worth over 
$544,000,000, while the annual yield 
from manufactories of all kinds was 
placed at over $850,000,000 and the 
mineral product at nearly $50,000,000. 

In this Valley Section there are 
4,193 newspapers and _periodicals— 
297 of which are issued daily. 

The following is a complete list of 
all newspapers in this division, report- 
ed in the American Newspaper Direct- 
ory for 1895, with a circulation each 
issue of more than 10,000 copies. All 
the circulation ratings to which an 
asterisk is prefixed are guaranteed by 
the Directory to be absolutely correct. 
Those not so marked are not guaran- 
teed. Their publishers making no 
definite report, they appear in the 
Directory with an estimated rating ex- 


Minnesota, 





pressed by letters indicating that they 
are believed to have the minimum cir 
culation for which the letters stan: 
In the following lists the minimu 
figures are substituted for the letters 


Dailies, 
St. Louis, Mo...... Chronicle, #78, 5 
Republic, *57, 
Kansas City, Mo...Star, *>6,8 
St. Louis, Mo...... Globe-Democrat, *51,058 


(Sunday *74,335) 
Post-Dispatch,  *46,68 
Se: | *63,676) 





Minneapolis, Minn. Journal, #38 
St. Paul, Minn...... Pioneer Press, ¥23,7 
(Sunday *28,189) 
Dispatch, *22,06 
Omaha, Neb....... Bee, *21,7 
Kansas City, Mo... Journal, ¥20, 5a 
(Sunday *30,250) 
Minneapolis, Minn. Tribune, 20,00 
(Sunday 17,500) 
Kansas City, Mo...Times, 20,00 
St. Louis, Mo...... Evening Star- 
Sayings, 20,00. 
Omaha, Neb....... World-Herald, #18,78 
(Sunday *17,893) 
Kansas City, Mo...World, *15,0 
Drovers’ T ele- 
gram, *13 
Minneapolis, Minn. Penny Press, 12, 
Times, 12, 
(Sunday 17,500) 
St. Paul, Minn..... Globe, 12,50 
Semi-Weeklies. 
St. Paul, Minn..... Volkszeitung, 17,502 
Topeka, Kan....... Capital, 15,1 
Weeklies, 
St. Louis, Mo...... Republic, *125,384 
Kansas City, Mo...Star, * 100,00 
Globe-Democrat, *95,97 
Omaha, Neb........ Bee, * 41,50 
Kansas City, Mo...Journal and Ag- 
riculturist, *38,40 
Decorah, Iowa..... Posten og ad 
Vernen, Pre n4 
Kansas City, Mo...Sunday Sun, 22.4 


Minneapolis, Minn.Svenska Ameri- 
kanska Posten, *32, 


St. Louis, Mo...... Der Herold des 
Glaubens, #31,68 
St. Paul, Minn......National Report- 
er System, *29,287 
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il, Minn Pioneer Press, *28,050 
sis, } Die Abendschule,*27,500 
Moines, lowa..lowa State Reg- 
ister, %27,213 
oft, Btw cicse Mirror, *23,000 
Moines, lowa.. Homestead, 20,000 
as = ity, Mo...Times, 
% “ae Amerika, 
Central Christian 
Advocate, 
Christian Evan- 
gelist, 20,000 
Journal of Agri- 
culture, 
Our Young 
Folks, 
Sporting News, 
. Packer, 
Advocate, 
Christian Advo- 
cate, 
Colman’s Rural 
World, 
Critic, 
State Journal, 
-Svenska Folkets 
Tidning, 
Church Progress, 
Life, 
North American 
Review, 
Der Wanderer, 
Central Baptist, 
.Farmers’ Trib 
une, *10,000 
fF arm Machin- 
ery, *10,000 


20,000 
20,000 


20,000 


Semi-Monthlies, 

wolis, Minn. Housekeeper, 75,000 

‘ Yer Friedens- 
bote, *21,600 
.Live Stock and 
Western Farm 

Journal, 
Railroad Tele- 
grapher, 12,500 
. Cultivator, 12,500 
.-Dakota Farmer, 12,500 


Monthiles, 
3utchers’ and 
Pac kers’ Mag: | 


12,500 


azine 
Medi ical Brief, 
St. Louis Maga- 
zine, * 
. Sovereign Visi- 
tor, *25,000 
is, lowa.Railway Con- 
ductor, *20,000 
Minn, . Humane World, *20,000 
Chaperone Mag- 
azine, 20,000 
Home Circle, 
Inland Illustr’t’d 
Christian En- 
deavor Month- 


20,000 


and 


Woman's Farm 
Journal, + 
S, We cacads Nebraska Work 
man, 


is, Kan. 9 Work- 


mz 

, Minn an Mag- 
azine, 

Northw’s’n Odd- 

Fellow Re 


view, 


Cedar Rapids, lowa.K vinden og 
Hjemmet, 
Deutscher Miss- 
ions-Freund, 14,000 
Charles City, lowa.lowa Teac her, 2,500 
Kansas City, Mo...Mo. and Kansas 
Farmer, 
St. Louis, Mo....../ Am. Journal of 
Education, 
Home, Farm and 
Fac tory, 
Kunkel’s Music- 
al Review, 12,500 
Self Culture, *12,500 
Cedar Rapids, Iowa. = estern Pen- 


*15,270 
St. Louis, Mo 


*12,500 
12,500 


12,500 


*12,416 

Lyons, Wome Herald, *10,718 

Cedar Falls, lowa..Loyal Workman, *10,004 
Kansas City, Mo...Nat’l Thresher- 

man, *10,000 


St. Louis, Mo Altruist, *10,000 


Quarterlies, 
St. Louis, Mo Bible Student, 
St. Paul, Minn Travelers’ Maga- 
zine, 12,500 
The St. Louis dailies, but especially 
the larger weeklies of the dailies, cir- 
culate not only in the Missouri Valley 
but also in the Southwestern Section 
and a part of the far West. For addi- 
tional and more local advertising the 
dailies credited with a circulation of 
over 5,000, but not included in the 
above list, should be considered. They 
are as follows: 
Wichita, Kan *9,912 
(Sunday *10,137) 
Capital, *8,744 
(Sunday *10,335) 
State Journal, 
Sioux City, Iowa... Journal, 
Des Moines, lowa..lowa State Reg- 
ister, *7,614 
(Sunday *9,840) 
St. Louis, Mo ne 7,500 


20,000 


Topeka, Kan 


*8,418 
#8030 


s 7,500 
Lincoln, Neb....... State Journal, 7,500 
St Joseph, Pivenex News, 
Sioux City, lowa...Tribune, 
St. Joseph, Mo.... . Gazette, 

It is a pleasure to note that in this 
list of dailies all but three state their 
exact circulation in figures that are 
guaranteed. The Lyons, Iowa, Ciin- 
ton County Advertiser, although not a 
daily, is such a good tri-weekly, with 
a guaranteed circulation each issue of 
6,602, that it really should be included. 

For more tgorough advertising to 
reach locally the smaller but still im- 
portant towns and villages, a careful 
selection can easily be made by study- 
ing the American Newspaper Direct- 
ory. 

. Cini 
HIS LIMITATIONS, 

The Postmaster-General is a pretty big 
man, but even he can’t get a discount at the 
post-office when he is buying a postage 
stamp.— Somerville Fournal. 
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COL. BROWN’S OPINIONS. 


Col. R. B. Brown, of the Zanesville, 
O., Courier, is chairman of the execu- 
tive committee of the Associated Ohio 
Dailies. At the recent meeting of this 
association the Colonel was wide awake 
and these are some of the things he is 
reported as saying : 

There are some newspapers in Ohio which, 
so far asI know, are only read by the editor 
and the devil. 


er 
~ 


I _ ose that in the average newspaper 
the publisher relies upon the advertiser for 
about 60 per cent of his revenue. 


SSRN oo ie ae ee GM Se 


I cannot live without my home advertiser, 
and he has come to understand that he pays 
a smaller price to all our three papers than 
the foreign advertisers. 





I know of no higher development in human 
wickedness, of absolute intent to deceive and 
defraud, than a fellow that lies awake at 
night conjuring up a new position in a news- 
paper. 


To give a foreign advertiser a place in 
your paper that you would not dare give 
your home advertiser is a discrimination not 
to be defended by laws of newspaper trade 
and comity. 


It is important that the publisher should 
know that every statement that enters his 
paper, whether voluntary or paid for by the 
advertiser, conveys an exact statement of the 
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facts, and he should be particularly care‘ 
when he gives the man who has paid for | 


pus in his paper a prominent pla 
should be especially careful to know tha 
man tells the exact truth. 


The foreign advertising agent as 
does not intend to pay a fair value 
says it upon the statement, too oft re 
to every newspaper manager and s 
that he can never tell when he has 
bottom. 


This matter of rates must be a matt 


honor. The advertising agent who ¢ 
around the country is the most prolif 
I have ever known. He is paid $150 a 
for lying. The better liar he is the m 
gets. 


The aggregate circulation of the A: 
and Canadian dailies reaches the en 
number of 6,500,c00o—a daily newspay 
each two families. We print a littl: 
16,000 weekly publications—two papx 
each of the 13,000,000 families in this 
+e 

THEY PLUNGE, 

Many merchants who are ultra cor 
tive in other business matters are 
ae when it comes to advert 

hey plunge into expenditure without 
conceived plan based upon the dozen f 
which are involved in the potentialit 
success in their particular instance. W 
the elements of chance thus present, th¢ 
gamblers pure and simple. In all adv 
there is more or less speculation, but 
ignore all the established principles w! 
fundamental and fixed and play with 
dice against fate.—Aecystone. 
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of the Empire State. 




























i The New York Press 


is the standard by which other papers are rated. 


widely circulated Republi 
can newspaper.”—WN. FY. 
Evening Post, Aug. 2, 1888. 


Since 1888, THE Press has grown in strength and im 
It is still growing and will keep on growing 
It is officially recognized by the Republican State and 
County Committees as the leading Republican newspaper: 
With progressive advertisers, 
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INVEYING THE RIGHT IMPRESSION. 

‘Shall I advertise with space or locals?” 

ked a business man to the editor of an es- 

lished paper. The editor answered: “If 
are going to advertise a shoat for sale, a 

few lines of local is enough. If you have a 
wo stock of goods, two lines would not 
vey the impression you wish conveyed. 
ike space to correspond with the business 

1 conduct, and you will create an impres- 
yn the purchasing public that will ty 

ting benefit.” —Z. 

re od 
WHERE THE ALMANACS GO. 

A anvass was made of twenty drug stores 
Lar ype me last week, to see how they 
led circulars sent to them for distribu- 
Over four tons of fine printing was 

ght up at the uniform rate of one-quarter 
a pound. The lot included over 3,000 

unacs. How does this strike you, Mr. 
\dvertiser ?— The Sun, Philadelphia. 
te 


Displayed Advertisements 





ents a line; $100 @ page; 25 per cent 
extra for specified position—i} granted. 
Must be handed in one week in advance. 
| 
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STAMES © EOF & £2 KEE TSN 


r lists 
vy, San Francisco, Cal., the 
leading Pacific Coast so- | 


THE WAVE, 
E. KATZ, | 


iety, literary pa ——_— weekly. ! 

186-187 World Bldg., New weekly 

y rk, N. Y. 13, 000 guaranteed. | 
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§—Send 
ehem, Pa. 


, sole agent. 
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HARRISBURG 
PATRIOT 
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Leading Newspaper 
at the 
State Capital. 


For prices, etc., address 


H.D. 
LaCOSTE, 
38 Park Row 
New York 


TT. 
12 868 8 8 8 
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RIPANS 
WeUinasy 


Mary Trumble, for three years 
employed in the family of Mr. M. 
A. Rowan, editor of the Oshkosh, 
Wis., Signa/, said in an interview 
on the 23d of May, 1895: ‘‘I am 
only too glad to give my experi- 
ence with the Ripans Tabules, 
and I hope some fellow sufferer 
will be led to find a cure in them 
as I was. For more than two 
years I never knew what it was to 
be free from that awful disease, 
dyspepsia. I also had almost 
constantly a dull headache over 
my eyes. I felt so badly most of 
the time that I could not do my 
work as I should do. I became 


broken down. One 


discouraged, 
day Mrs. Rowan, my employer, 
gave me a few Ripans Tabules 

and told me to try them. I had 
spent nearly all my savings for 

months in doctoring and for 
different kinds of medicine, 
seemed to do me no good, but as 
these were given to me I thought 
I used these 


that 


I might try them. 
(about a dozen) and then bought 
a box. The result was I felt like 
another woman, and I am now 
almost entirely free of my trouble 
and the 

I always 


with my stomach, 
headache is all gone. 
keep the Tabules on hand, and 
take one now and then as I feel I 
They have truly worked 
wonders for me.’’ (Signed) Mary 
Trumble, 52 Pleasant Avenue, 
Oshkosh, Wis. 
Ripans Tabules are sold by _ ee or 
vy mail if the price (50 cents a bo sent to 


e Ripans Chemical Company, No. 10 Spruce 
st., New York. Sample vial, | ‘cents. 
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A SMALL MAN, A BIG BOY 
AND 


Tne NEW ‘ Ps 


A Triple Alliance that will produce 12,000 to 14,000 papers per hour. 
Chicago. CAMPBELL PRINTING PRESS & MFG. CO., New York ; 














A few advertisers who use 


SATURDAY TELEGRAM, 


MANCHESTER, N. H. 
Quaker Oats, Beecham’s Pills, Sapolio, Winslow's Soothing Syrup, None- 
Such Mince Meat, Cuticura, Cleveland Baking Powder Co., Johnson's Anodyne 
Liniment, Hood’s Pills, Buker Pill Co., Cornish & Co., New England Piano Co., & 
Dr. Kilmer’s Swamp Root Bitters, Paines’ Celery Compound, Hood’s Sarsa- 
parilla, No-to-bac, X-Zalia, etc. 


Pretty Good Company For You To Be In. 


I would be pleased to make you rates. 








Cc. E. ELLIS, Advertising = 517-518 Temple Court, New York. 
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"Paper and Press (Hasta) Reaches 
those who do 


and CIRCULATES TO BUYERS UT SMES of 


all the buying 
P r ess in your line | 


Exp e rt tells how to 


write and set ads 
and—will prepare and 


Adver tising set an ad for you free 


of charge for insertion 


Department in the Typothetae 


Souvenir 


| PAPER AND PRESS 
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“Rich is the Harvest and to Overflowing.’’ 





Prices are going up, renewed business confidence 

and prosperity is again in the lan 
ou can reach the homes of 100, 000 farmers, live 

stock men, poultrymen arid dealers in pet stock of all 
kinds, and a class of buyers for general merchandise 
not excelled. 

Place your advertisement with us and thus increase 
your sales and your mail trade. 


RESULTS GUARANTEED 

GOOD SME} From our | 100,000 circutation 

g Address THE AMERICAN FARMER, Washington, D.C. | 
Or BYRON ANDREWS, Manager Branch Office, World oe N. Y. City. 


RM 











} 
‘ You have only yourself to blame if your printing is not what it should 
For the past two years I have been continually telling you that lam ) 
prepared to furnish you the best printing to be had anywhere in the 
United States, and charge you no more than you are now paying for an 
nferior kind. For setting up and furnishing an electro of an ad the size 
; f a quarter page in the magazines my charge is from $1.50 up. I will 
rint 1,000 business cards for $1.50; 1,000 eight-page booklets—heavy 
nen paper—for $10.00. Cash must accompany order for any of the 
:: three offers. Address WILLIAM JOHNSTON, Manager Printers’ Ink 
fi Press, 10 Spruce Street, New York. 
4 ~ —— p= 
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MORNING TIMES 
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With a combined circulation of 14,000 daily. 
Leading family papers of that section. 
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If You Put An Ad In 


The Kansas City Star 
It Pays. 


Local advertisers have proved this pudding by eating it. 
There is no better test of an Fmt « Me medium than the volume 
of its home display advertising, except the number of its *“‘ want ”’ 
ads. Both tests prove THe Srar’s supremacy. No other Kansas 
City paper prints one-sixth as many paid “ want”? ads as THe 
STAR carries. 


Its 60,000 
Guaranteed Daily Paid Circulation 


Does It. 


Chicago Office, New York Office, 
1320 Masonic Temple, 80 Times Building, 
W. T. Davis, Mgr. Frank Hart, Mgr. 
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..The Peoria... 
vening Times 


Only Penny Paper in Centrai Illinois. 


The circulation more than doubled in two weeks after the price was 
reduced to one cent, and continues to grow like corn in warm June rains. 


Peoria Has 60,000 People 


and Tue Eveninc Times already has a larger circulation in the city and 
suburbs than any other evening paper. 

Tue Eveninc Times having successfully passed a year of probation 
now solicits its share of business. It will give good returns. 

Address 


THE EVENING TIMES, Peoria, Ill. 


Se be hh nn nannnnnnnnnun.n.auene, 
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Be 
No 
Doubt 
About 


The 


Peterson 
Magazine 


It 
Pays 
Advertisers 


Penfield Pub. Co. 
109-111 Fifth Ave., 
New York. 


FRANK E. MORRISON, 
Special Agent, 

500 Temple Court, 

New York. 
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BUSIMCSS 
BrIDgers 


Sunday School 
Times ~ 


Lutheran Observ- 
er, - - 


Presbyterian Jour- 
nal, - - ” 


Ref’d Church Mes- 
senger, - * @ 
Episcopal ened 
er, eg 
Lutheran, oor 
Christian Instruct- 
or, » ao ” 
Christian Recorder,” 
225,000 actual subscribers. 
1,000,000 actual readers. 
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THE RELIGIOUS PRESS 
ASSOCIATION, 
1200 Chestnut Street, 
Philadelphia, Pa. 
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ysear Cash in Advance 


-.-PRICE LIST FOR... 





Fine Printing Inks 








Blacks. 


No black ink was ever made that I am not glad to duplicate for one dollar a ; 
1 Ib. $1, 10 Ibs. $10, % Ib. 25 cents. 

I have a special cut ink which I sell only in 10-lb. cans, at $5 a can, and it is cons 
the best and cheapest working ink ever seen. It is specially adapted to half-tone work, 
as appears in the best printed monthly magazines. 


Book Ink, put up in ro-lb. cans for $1 acan, Extra de> Black, in 3-lb. cans for $1 
Fine Book Cut, * 5-lb. . * Extra Hard Finish Job, “ “ 
Printers’ Ink Cut, put up in any size cans at Nubian black, we ” 
twenty-five cents a pound. Raven Black, - 
Extra Fine Cut, put up in any size cans for Bond Paper Job, ” ” 
$x a pound. 


Fine Card and Job, put up in any size cans for $1 a pound. 


Reds. 


Brilliant Red. Carminated Red. Label Red. Railroad Red. 
Tomato Red. 
Put up in 3-lb. cans for one dollar a can, 


Crimson Lake. Gloss Red. Bengal Red. Vermillion Englis 
Florentine Red. Rose Lake. Imperial Red. Cherry Red 
Geranium Lake. Cardinal Lake. Jacqueminot Lake. Antique Red. 

Put up in 4%-lb. cans for twenty-five cents a can, or in larger cans at one dollar ap 
Golden Red. Extra Fine Lake Red. Scarlet Lake. Bronze Crimson 
Bronze Scarlet. Imperial Carmine. Superior French Carmine. 


Put up in %-lb. cans at fifty cents a can, or in larger cans at two dollars a pound 


No red ink is made on this earth that I am not glad to match for two dollars a p 
or a % pound for fifty cents. A 5-lb. can of best Poster Red I sell for one dollar. 


Blues. 


Ultramarine Blue. Bronze Blue No. r. Medium Blue. Dark Blue. 
Put up in 3-lb. cans for one dollar a can. 
Extra Fine Bronze Milori Blue Dark. Fine Light Blue. Fine French Ultra 
lue. Lake Blue. Peacock Blue. rine Blue. 
Blue Black. Cerulean Blue. Golden Blue. Antwerp Blue 
Royal Blue. Cobalt Blue. Bremen Blue. Violet Blue. 


Put up in \-lb. cans for twenty-five cents a can, or in larger cans at one dollar a p 


No blue ink was ever made that I am not glad to match at one dollar a poun 
twenty-five cents a 4% pound. A 5-lb. can of best Poster Blue I sell for one dollar. 


Purples. 


Bronze Purple. Violet. Royal Purple. Bronze Violet. Mager 
Put up in %-lb. cans at fifty cents a can, or in larger cans at two dollars a pound 
Imitation Typewriter Purple, used for printed circulars. Put up in \%-lb. can 

twenty-five cents a can, or in larger cans at one dollar a pound. 

No purple ink was ever made that I am not glad to match for two dollars a pound 
fifty cents a % pound, 
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Greens. 


cht Green. Medium Green. Dark Green. Put up in 3-lb. cans for one dollar a can 
nze Green. French Green, Light, Lake Green. Regal Green 

agon Green. Medium or Dark. Sage Green Olive Green 
Put up in 4%-lb. cans for twenty-five cents a can, or in larger cans for one dollar a pound 
No green ink was ever made that I am not glad to match for one dollar a pound, or 

enty-five cents a 4% pound. A 5-lb. can of best Poster Green I sell for one dollar 


Browns. 


ght Brown. Medium Brown. Dark Brown. Chocolate Brown 
| Brown. Bronze Brown, Lake. Photo Brown Russia Brown. 
rra Cotta. Sepia Brown. Panzy Brown Satin Brown 
nna, Burnt or Raw. Umber,Burnt or Raw. Mahogany Brown Permanent Brown 
Put up in 4%-lb. cans for twenty-five cents a can, or in larger cans at one dollar a pound 
No brown ink was ever made that I cannot duplicate for one dollar a pound, or twenty- 
ents a 4% pound. A 5-lb. can of best Poster Brown I sell for one dollar. 


Yellows. 


e Lemon Yellow. Fine Orange Yellow. Fine Medium Yellow Persian Orange 
len Yellow. Brilliant Orange Red. Brilliant Orange Yellow. 





Put up in \%-lb. cans for twenty-five cents a can, or in larger cans at one dollar a pound. 
No yellow ink was ever made that I cannot duplicate for one dollar a pound, or twenty- 
ents a 4% pound. A 5-lb can of best Poster Yellow I sell for one dollar, 


Whites. 


Fine White. Magnesia White. Put up in %-lb. cans for twenty-five cents a can, or in 
rger cans at one dollar a pound. A 5-lb. can of best Poster White I sell for one dollar 


Copying Inks. 


There is no shade of copying ink manufactured that I am not glad to match for one 
lar a pound, or to sell a 4%-lb. can for twenty-five cents. 


Gold and Silver Sizing. 


The shades of sizing most used are yellow, brown and white. I am glad to sell any of 
se in 1-lb, cans for fifty cents a can, or in 3-lb. cans for one dollar a can. 


Quantity. 


For r0o-lb. lots in so-lb. cans or kegs, deduct ten per cent from any of the above prices. 
5 gs, I y F 


Poster Inks. 


Any shade desired put up in 5-lb. cans for one dollar a can, or in roo-lb. lots, put up in 


kegs, for $18.00. 
News Inks. 


500-pound Barrel at 4c. $20 00 
250-pound Barrel at 44<c, 
100-pound Keg at 5c. 

50-pound Keg at 5i<c. 

25-pound Keg at 6c, 





My terms are: Cash with the order. My warranty: That my goods are 
ter than can be had elsewhere at any price. My references: More than 





four (4,000) thousand printers doing business throughout every State and Ter- 
ritory of the American Union except Alaska. I also have some trade in Mexico, 
Address (with check) 
PRINTERS INK JONSON, 
8 Spruce St., New York. 
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i ENTERPRISING, 


il PATRIOTIC, 


il RELIABLE. 


" ... | he... 
: Baltimore American 


i" Baltimore, Maryland. 


E 


Wl====5>2S55Ssee5ee5=22525=SF==: 


i Unsurpassed as an Advertising Medium, and amoug 


Ar 
~ 


one of the oldest Papers in America, 
being founded in 1773. 





It possesses the cardinal features that make it profit- 
14 able to advertisers, honesty, purity of tone, circulation, 
iW and the confidence of its readers; these are the char- 
mT acteristics that give a newspaper that quality that 
mt shrewd advertisers seek. ‘‘THE AMERICAN” is 


mT such a paper. Its circulation is good and increasing 





Hil rapidly, and advertisers will find it a paying medium. 


TT 4 





i Sunday, - = 100,000 


E Gireulation: | Daity,- - - 40,000 
il Twice-a-week,= 45,000 
wt ——— ee 

Ny A. FRANK RICHARDSON, 














| Tribune Building, Chamber of C ree, 
New York. Chicago. 
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PRINTERS’ INK. ° 


To Round out 
the Century. 


__ Fier etonal Banker he 











he subscription price for PRINTERS’ INK is now $2 a year. 

he subscription price for PRINTERS’ INK will be $5 a year after Jan. 1, 1896. 

Subscribers are allowed to renew their subscriptions now for as many years as 
they choose at $2 a year. 





Good to Bearer 
For TEN.DOLLARS 
Payable by a subscription 


to be sent to the name and address 
written on the back of this coupon 
from date of poe 


& 











For the purpose of pre-payment, Subscription Coupons are just as good as cash, 
$10 in cash or coupons will pre-pay a subscription for PRINTERS’ INK from 
NOW to Jan. I, Igor. 


Send remittance or coupons to 


PRINTERS’ INK, 10 spruce sT., NEW YorK. 
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MADE J 
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The Omaha Bee 


Has made its mark. This is because it thorough- 
ly covers its field. Not a city or 

hea’, town in the great State of Nebraska 
a, where the Daily and Sunday cannot 
eA be found; not a farm-house or 









if hamlet in which the Weekly is not 
Z read. Also adjoining territory in 
4 lowa, Kansas, Missouri and the 
d Dakotas. It is up-to-date in 
“J everything that makes a newspaper great. It 
enjoys the confidence of its readers, and is a 
power of good to its advertisers. ‘ 
a Known Circulation : 
° . 
Daily, Exceeding 19,000 
A 


Sunday, “ . - 20,000 
bh Weekly, ‘ - 35,000 


A. FRANK RICHARDSON, 


Chamber of C ce, Tribune Building, 
\ CHICAGO. NEW YORK. 
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Advertisers everywhere are 


¢ and to offer sa Fosttone fo for the betterment of this 
ne i t frankly and fairl 
your adverti. 


fre 
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ADVERTISING IN GENERAL. 


In the July Scridner I find this ad- 


of Nestle’s Food. The 


rtisement 






Babies Die 


in nine cases out of ten because of 
improper feeding. In nine cases 
out of ten, Babies under a year old 
are fed on cow's milk in one form or 
another The use of cow's milk is 
fraught with danger. Your doctor 
will confirm this statement 

There is a food for babies which 
does not require the addition of 
cow's milk —a food possessing es- 
pecial value in hot weather—a food 
which saves thousands of lives from 


Cholera Infantum every year It 
requires the addition of water only 
in preparation. lt is 





Nestle’'s Food 


sample can of Nestlé’s Food wil) be sent 
on application 


Thos. counting & Co., Sole Agents, 
3 Warren St.. New York 








splay is very excellent for the reason 
it there are but twocolors in the ad. 

It may seem strange to talk about dif- 
ferent colors in a black and white ad, 
if you will think about it a little bit 

1 observe a little bit, you will see 

it there are several shades of black 

| gray in pages of type. This ad- 
rtisement has just two colors, be- 
se the black line surrounding it is 
the same width as the black lines 
which make the letters of the display 
rds. The border and these letters 
eem to be made out of one piece. It 
akes the whole ad solid and compact. 
It strikes the eye in one mass, firmly 
\solidly. It doesn’t scatter. The eye 

is no trouble in holding all of it, and 
not distracted by half a dozen small 
ken up You see the 
particular 
next instant 
without effort, just what 
The one bad feature 


sections. 


hole ad, and not any one 
urt of the ad, and the 
you know, 
the ad is about. 
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DEPARTMENT OF CRITICISM. 
By Charles Austin ‘Bates. 


invited to send matter for criticism ; to propound problems 
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Anyt hing pertaining to 
spaper ads, circulars, 
shape I can lig’ 1 them. 


de 










artment. 
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in this ad is the possible remote sug- 
gestion given by the connection of the 
head-line, ‘‘ Babies die,”’ with the 
words ‘‘ Nestle’s Food.’ If the head- 
line could have ‘*Saves babies’ 
lives,”’ or ‘‘ Babies saved,” or some- 
thing of that sort, the ad would, I 
think, have been just as strong and 
would not have had an objectionable 
feature. 


been, 


* * 
* 
CANADIAN Fiper Cuamors Co 
MONTREAL, June 12, 1895 


Ur. Charles Austin Bates, New York: 


Dear Sir—Inclosed we beg to hand you a 
sample batch of our advertisements, and 
would be glad to have you freely criticise 


same. We would say that we are advertising 
in the daily newspapers almost exclusively, 
introducing this new line of goods, and that 
our ads are changed ir nearly all cases daily, 
and at least two or three times a week, when 
we cannot do it every day. When more than 
one paper is used in a city a different ad 
vertisement appears in each paper each day. 
The writer has to thank you for what crude 
ideas he may have on the unlimited subject 
of advertising through a number of pleasant 
personal interviews and through the assist- 
ance of your department in Printers’ Ink. 
A number of the sample advertisements that 
you give in your Department, I think, are 
open to severe criticism on the following 
ground, viz.: In very many instances the 
prominent head-line makes no point in itself 
that is, with any one casually looking over 
the paper, no impression would be made or 
any point impressed on him without reading 
the advertisement through My idea has 
always + to make some point in the head- 
line, to be followed up and clinched in the 
balance of = advertisement. If you do not 
think I am on the right track I would be only 
too glad to be corrected. Yours truly, 
CANADIAN Fiper Cuamois Co 
(Per Chas. C. Gray, late of Cowperthwait & 

Co., New York City.) 

The advertisements sent are well 
written and poorly displayed. The 
principal treuble seems to be the effort 
to display everything. The most 
striking display is always secured by 
making a sharp contrast in the adver- 
tisement, either by means of white 
space well held together, or by the 
use of one or two very large display 
lines. When you get more than two 
display lines into an ad of ordinary 
size, you generally sacrifice some 
strength. 


In the advertisement, the text of 


Se eeSceemenr 2 


50 


which I reproduce, the big display 
should have been ‘‘ Puff Sleeves Sup- 
ported.’’ That would have been suf- 


PUFF SLEEVES 
SUPPORTED BY 


FIBER CHAMOIS 


Will look stylish and handsome, and never 
give you any care or worry, no matter what 
weight of dress goods is used. It is light, 
durable and pliable, and having a smooth 
finish cannot injure the most delicate fabric. 
Just as suitable for an inexpensive wool 
costume as a Worth or Felix-made gown. 

At all stores, 3 weights, 64 inches wide, 35c. 
_ yard. Beware of inferior imitations. 
tvery yard of Genuine Fiber Chamois is 
Labeled. 

Patented July, 1890. 
tered. 


Trade Mark Regis- 


THE WHOLESALE TRADE ONLY SUPPLIED BY 


The Canadian Fiber Chamois Comp’y, 
MONTREAL. 


ficient to attract the attention of all 
of the wearers of big sleeves. They 
would have been interested enough to 
look further down the ad to find out 
what produced this desirable effect. 
If the words ‘‘ Fiber Chamois’’ could 
have been displayed toward the center 
of the ad, it would have done no harm, 
but the catch-line, ‘‘ Puff Sleeves Sup- 
ported,’’ should have been set in two 
lines and in type about twice as big as 
was used. The name of the company 
is comparatively unimportant, and 
need not have been more than one- 
fourth as large as the principal display 
line. Ido not know but even these 
would be larger than necessary. In 
advertisements of proprietary articles 
the name of the article, and the thing 
or things it is supposed to do, should 
be made prominent. The name of the 
proprietor does not make much differ- 
ence. In most of the advertisements 
sent by Mr. Gray this point is carried 
out as it should be, and the sentence, 
‘‘Wholesale trade only supplied by The 
Canadian Fiber Chamois Co., Mont- 
real,”"’ is set in one line of brevier, 
with the company’s name in bold face. 

The principal fault I have to find 
with the ads is the fact that nothing 
in them seems to stand out with suf- 
ficient force. The type is scattered 
too much. It ought to be held to- 
gether in chunks. The good thing 
about all of the ads is the common 
sense displayed, and the fact that they 
really tell something about what the 
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material is good for, and how much 
costs. I should think that they would 
be productive of good results. 

Just to exemplify my ideas of goo 
display for a small advertisement, | 
reproduce this ad of the Rambler 





all in one.- 
les are the acme of 
i ection. Strong, du- 
rable and reliable, with not an ounce 
of asciess material. Ram! 
is the wheel for record breakers and 
for pleasure ors. 
‘arious models, all the same price 
—$100—catalog tells all about them 
free, of course. 


GORMULLY 4@ JEFFERY MFG. CO., 


WASHINGTON, B.C. 





Bicycle. I cut it out of a country 
newspaper, and while it is only three 
inches single column, it stood out very 
prominently because the letters in the 
word ‘‘ Ride” were the largest letters 
any place on the page. I look upon 
this as a particularly good bicycle ad. 
* * 


* 

The Yellow Fellow, a little paper 
published by E. C. Stearns & Co. to 
advertise the Stearns Bicycle, is gen- 
erally written in such a way as to mak¢ 
it attractive to almost every recipient. 
In two or three places in this circular, 
short paragraphs in italics are inserted 


between the different articles. Two 
of these will serve to show the general 
character of all: 

“*It's better to be poor than wrong ; 
but the fellow who is the latter is sure 
to be the former before he gets through 
with it.’ 

‘* The dealer who laughs hardest when 
he sees a competitor in a tight place is 
the dealer who squeals the loudest when 
he gets pinched himself.’’ 

*_* 


Lirt.eton, N. H., June 19, 1895. 
Mr. Charles Austin Bates: 

Dear Sir.—I was much interested in your 
article on Magazine Advertising in Printers 
Ink this week, and venture to tell an experi- 
ence I had with sending for catalogues. | 
wanted a camera ; knew nothing about them. 
I wrote duplicate letters to four of the largest 
concerns and awaited developments: In 
three days a catalogue came from the Blair 
Camera Co., also a letter advising me what 
styles to select from. About a week later 
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econd-hand list came from a New York 
se, followed ten days after by their cata- 
Three weeks after I sent the letters I 
the 
inclosed a 


rue. 
t a catalogue from the third house; 
rth has not answered yet. I 
imp in each case requesting an immediate 


ply 
| bought a camera that suits me from the 
iir Co. before I had heard from any other 
se 
How much good does 
ises as the other three 
Yours truly, 
A. F. Sparrow. 


advertising do such 


** 
RETAIL ADVERTISING. 


Truman & Banks, ) 
Retail Dry Goods, C lothing, Shoes, 
‘urnishings. 
Two Big Stores 
NASHVILLE, Mich., June 21, 1895 
has. Austin Bates, Printers’ Ink, 
York City: 
Dear Str—I send you, under separate 
r, the Nashville News, in which you will 
lour ad. Will you be so kind as to criti- 
same and offer suggestions as to how I 
1 improve same, as this is a fair example 
ny style of advertising ? I read with in- 
est every issue of Printers’ Ink, and am 
f the grateful thank-givers for such a 
Yours very truly, S. J. TRUMAN. 


New 


er 
I print this letter merely to show 
»w advertisements should not be sent 
me. It frequently happens, as it 
1 in this case, that I do not receive 
the papers sent tome. If you will re- 
member that almost every publication 
f any kind in the United States is re- 
eived at 10 Spruce street, you will 
nderstand that it may frequently 
appen that a paper intended for any 
me particular person may be mislaid 
the mass of stuff and never be re- 
yvered. Advertisements sent for crit- 
ism should be clipped out of the pa- 
per and mailed under letter postage. 
When it seems necessary to send the 
whole paper it would be much better 
to send it to my personal address, 
Vanderbilt Building, corner Beekman 
ind Nassau streets, New York. Then 
will be sure to get it. Mark what 
you want me to see. 


* 
* 


J. C. Iversen Co., 
Fine Art Goods. 
425 and 427 - ast Water St., 
MILWAUKEE, , June 12, 1895 
Ur. Charles Austin eains 
Dear Sir— Taking advantage of 
eral offer to criticise anything that may 
sent you, I inclose circulars we make use of, 
kindly asking your opinion through the 
lumns of Printers’ Ink, which we read 
and pay for gladly. Yours respectfully, 
A. E. SCHNEIDER. 
The circulars sent are very well 
printed, but of course are too long to 
permit reproduction here. One cir- 
cular is mailed to people out of the 
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be 
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city, the names being obtained from 
the list of hotel arrivals published in 
the daily papers. This is good as far 
as it goes, but of course a great many 
good people are missed in this way be- 
sO many run into the city in the 
) with- 

this 

ex- 


cause 
morning and out in the evening 
out stopping at any hotel. in 
circular a cordial invitation is 
tended to visitors and particular men- 
made of some of the more 
pictures on display. In 
cities which draw trade from the sur- 
rounding country, a judicious and 
systematic use of circulars addressed 
to the leading people in the surround- 
ing towns is almost sure to bring good 
These people do a great deal 
of their buying in the city, and the 
advertiser who invites them to his 
store is much more likely to get their 
trade than the one who does not. A 
circular could be sent to each of 
five thousand people once a month at 
a small expense, and | think would 
sure to pay in almost every case. 

Another circular one which 
sent to a list of local names, accom- 
panied by the following letter 

Mi_wavukeEg, April 11, 1895 

Dear Sir—We are pleased t lyoua 
sts anding invits ation to visit our store at any 
time you | ke and be shown the new things 
we are receiving every few days in the art 
line 

If you are 
have many bright 
of French, English and 
pictures 
If et hings take your fancy, we always 
keep well provided, new publications arriving 
as issued 

In water co 


tion is 
attractive 


results. 


1s 


exten 


interested in fac-similes, we 
and catchy reproductions 
American well-known 


| and we 


lors our variety is large 
are continually adding pictures by standard 
water color artists to our collection 

Our new gold, square and oval frames of 
special ~aee are beautiful and worth seeing 

We show our goods cheerfully and take 
positive and asure In entertaining appreciative 
visitors. Yours respectfully, 

ALFRED E. SCHNEIDER, 
Manager Art Department 

The idea is a good one and the only 
fault I have to find with the circular is 
that it gives no prices on the pictures 
mentioned. There is nothing in the 
whole circular which gives any idea of 
the expensivemess or inexpensiveness 
of the pictures mentioned. A number 
of water colors are described, and I 
see no reason why the prices should 
not be given. If the price high, 
people will think more of the picture, 
and will more likely to come and 
see it. If it is low, they may come 
with the idea that it within their 
reach if they want to buy it. C 
tainly in a catalogue of an art exhibit, 
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the prices are not the least interesting 
feature. I think there are very few 
times in advertising when prices should 
not be included. They are part of 
the description of any article. 


* * 
* 


Another printer writes me a long 
letter about a business card. It seems 
that somebody criticised his card be- 
cause he said on it, ‘‘ You will get 
your work at the promised time.’’ 
This criticism has seemed to disturb 
his equanimity quite a good deal. 


ALBERT W. DENNIS, 
MERCANTILE 


PRINTER. 


YOU WILL GET YOUR WORK 
AT THE PROMISED TIME. . . 





LYNN, MASS. 





I am only mentioning the circum- 
stance and reproducing the card as an 
example of much ado about nothing. 
A great many of the people who 
advertise seem to look for effectiveness 
in every place except the one place 
where effectiveness is. They worry so 
much about little things and little 
forms that they have no time to think 
about the real, serious business of 
advertising. People worry about a 
great many things that are not impor- 
tant. The only thing to consider is 
what impression will be received by 
the reader of an advertisement or 
business card. If there is some salient 
feature about your business that you 
want to impress on everybody, by all 
means ring it in wherever you get a 
chance, whether it be on a_ business 
card, in an advertisement, on a bill 
board, in a personal letter, or in con- 
versation. Whoop it up on that point 
and hammer it at anybody and every- 
body whenever you get a chance. 

If I had a print shop and really did 
work promptly when it was promised, 
I think I would say so, and I think I 
would get a great deal of business by 
saying so. If I really did the work 
promptly, I would say so in all the 
possible ways, so that everybody 
should know it, and appreciate it and 
believe it. Advertising a business is 
telling people about the business plain- 
ly and convincingly so that they may 
be induced to patronize it. That is 
the one central thing to consider—if 
what you do always tends in that di- 
rection, then you are doing good ad- 
vertising, and little questions of form 
count for nothing. 


I have known people to study ar 
worry over the use of can’t and car 
not, don’t and doesn’t, shall and wi 
when it really didn’t make a cent 
worth of difference which word wa 
used. Of course, it is just as well 
have advertising matter grammatica 
but it isn’t necessarily a killing matt 
if it isn’t. The main thing is to a 
vertise. An ad that advertises is 
good ad, but there is a great deal 
advertising that doesn’t advertise. 

* * 
* 

A week or so ago I abused the a 
vertising of printers in general and 
one printer in particular. Now I hay 
some print shop advertising that I car 
commend. It comes from the Carso: 
Harper Co., Denver. There are sey 
eral pieces of it. The best, perhaps 
is a little eight-page booklet, printec 
in black and yellow. It is entitled 
‘*How to Raise a Cow.”’ It is just 
silly enough tobe funny. It is print: 
in such a way—broken up into para 
graphs—that a man gets into it an 
reads it before he has made up h 
mind to begin. There are two cha; 
ters: One headed, ‘‘ About the Cow, 
which occupies fifteen pages. Chapter 
II., headed ‘‘ About Your Business,’ 
simply says: ‘‘ Consult the Carson- 
Harper Co., at the sign of the Golden 
Griffin. And the last page is this sim 
ply effective statement, which sticks 
like a burr: ‘*The Carson-Harpe: 
Co., Printers and Engravers, at th¢ 
sign of the Golden Griffin, in the City 
of Denver, where they have a tele- 
phone numbered 1,¢58."" That is 
first-rate ad, all by itself. I would 
recommend printers to send a stam] 
or two, with a request for this littl 
booklet, which is well worth looking at 

Another statement made by thes¢ 
printers is: ‘‘If any kind of printing 
is good enough for you, then there ar 
other printers. But, if you are par- 
ticular about your printing, better get 
some one in whom you can have con 
fidence.” 

* * 
¥ 


READY-MADE ADS. 





For a Druggist—(By Dr. J. F. Davison) 


SUN BURN LOTION. 


It’s lots of fun to get sun burned, but no 
fun to feel the smart. You keep the fun—our 
Lotion removes the pain and the tan, foo, if 
you wish. Simple, easy, sure and quick 
and costs a quarter. That's all. 


SUN BURN LOTION 25 Crs. 





PRINTER 
For Dry Goods—(By Jas. McMahon). 
WE COURT 
CRITICISM ____ eee, 


and comparison of assortments, quali- 
ties and prices. The enormous business 
we do is the result of our indefatigable 
zeal and care in the selection of goods | 
worthy of our patronage. Every day’s 
merchandising brings us into closer | 
touch with thé requirements and tastes 
of New England's people, who recog- 
nize and appreciate our efforts to 
Pisses, coupled with the saving pone | 
ilities of shopping in our Esta lish- | 
ment. 


For a Laundry. 


Show a 
Bold Front 
to the World. 


Have your shirts laundered here. Every- 
g sent out from this laundry is immacu- 
in every respect. The same scrupulous 
is taken with small orders as with the 
er ones. If you’re desirous of such 
ces— le us. Our wagons will call 
, and deliver your clothes. 


Remarkably Honest— By Rogers, Peet 
& Co.). 
We're weak on bicycle and golf suits ; 
been all along. 
Too bad! But most everybody who comes 
yur stores wants ordinary straight-away 
thes—right cloth, style, making, fit. This 
we attend to first of all. If we have — 
i facilities left to do other things, we do 
It has been hard to get right cloths for 
r regular stock and to get clothes made | 
ht this year; we've not had mind and 
facilities to attend properly to the bicycle and 
f business 
By the way, the bicycle and golf suits we 
ave are great. 
Negligee shirts. 
Straw hats. 
Tan shoes. 


ROGERS, PEET & CO. 


For a Druggist—(By Dr. J. F. Dat vison). 


MALT EXTRACT. 


If you are debilitated by hard work, the 

at of summer or mental worriment, there 

nothing that will so quickly restore and 

ild up the system as our Sterilized Malt 
Extract. It is just the thing for summer. 

arpens the appetite, invigorates the body. 

STERILIZED MALT EXTRACT 

25 CTs. 











Kor a Druggist—(By Dr. J. F. Davison). 


1 LITTLE WITCH. 


Yes, a Witch Hazel is a good thing to have 
by you. It cures lameness and stiffness of 
iscles and joints caused by strain or over- 
exercise. It is good for chafing, sun burn, 
ften relieving like magic. Ours is not the 
mmon kind, but the - finest that can be 
ade, WITC AZEL 25 Crs. 





For a Men's Furnisher— By A. 


A 
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7. Dietz) 


s’ 


Short 
Man 


with a large waist, 


a tall man with a small waist, a man with 
| long 
wit 
specially designed underwear. 
are cut with large waists and short legs, long 


legs 
sleeves, half sleeves and sleeveless 
that we can fit a man of ordinary build seems 
superfluous. 


arms, a man with short arms, a man 
no arms at all, can be fitted with our 
The drawers 


and small waists. 


he shirts come with long sleeves, short 
To say 


a Clothier. 


For 


ONE OF OUR PETS. 


“* Variety is the spice of life.’’ 


It’s old, but it’s logic. If you'd keep 
coming in our store and find the same 
old things day by day, you'd quit 
coming, wouldn’t you ? 

One of our new things that we're 
particularly fond of is a light vest for 
summer wear, French flannel and 
silk mixed, spongeable, washable and 
snug fitting. Costs alittle more than 
others, but, oh, my ! Price $3—other 
kinds at $1.25, $1.50, $1.75 and $2. 

GIL ‘KESON & CHILD. 





For a Tailor—(By J. S. 


The First Thing 
To Remember 


Is that I am in business 
to make money. 


Meigs). 


es & @ 


But I don’t expect to get rich this 
year or next. I go on these prin- 
ciples :— 

Make a man’s clothes fit perfectly. 

Give him cloth a little better than 
you tell him it is 

Don’t put the price any higher 
than it ought to be. 

The best part of this plan is that 

our customer comes back every time 
ee wants clothes, and sends his 
friends around, too. 

That is the way I hope to make 
money. 


For a Druggist—(By Dr. J. F. Davison). 


EVEKY ROG 
HAS HIS DAY. 


And every dog ought to have his 


soap — but doesn’t. We like 

dogs, and we keep the best Dog 

Soap made in the world. Now 

you do the rest, and see if your 

dog’s tail doesn’t show his ap- 

preciation. os & © 6s 
DOG SOAP 


as Crs. 
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We can do for you 
what you can not 
do for yourself. 


We can take the strongest facts 
about your business and make 
them into ads that bristle with 
conviction. We can strengthen 
them with telling illustrations. 
We can display them effectively 
withoutsquandering space. We 
can pick the best paying mediums, 
and insert your ad at their lowest 
rates. 

This is what can do, continu- 
ally do, and want to do for you. 
We know of no other firm so 
generally capable. 


Lord & Thomas, 


_, Newspaper and 
i Magazine Advertising, 


45-47-49 Randolph St., 
CHICAGO. 
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32 per cent 
More Advertising 


printed in THE EveniNG Post during 1894 
than appeared in any other New York 
evening paper. The excess in 1893 was 
25 per cent. 


More Columns 


of advertising printed in THE EVENING 
Post during 1894 than in 1893. An ex- 
ceptional record. 


Nine Times 
Out of Ten. 


“The advertiser who will use but one 
evening paper in New York City will, 
nine times out of ten, act wisely in select- 
ing THE EVENING Post. No other has so 
large an advertising patronage. In influ- 
ence and respectability it easily takes the 
lead.” —Printers’ Ink. 


Publication Office: 
206-210 Broadway, - = New York. 





PRINTERS’ INK. 


We have twenty-five shares 
of stock in Tue Press CLaims 
Co., Washington, D. C.; par 
value, $100. We would like 
a cash offer for it. Address 


W.&B., care of C. E. Ellis, 


517 Temple Court, New York 


City. 
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We think you advertise, 

Said the C. N. U. 
You do if you are wise, 

Said the C. N. U. 
But how to reach the West, 
Where results are much the best, 
’Tis a problem leaves no rest, 

Said the C. N. U. 





What we’d do if we were you, 
Said the C. N. U. 
Would be to learn if it were true, 
Said the C. N. U. 
That the farmer’s open fist, 
And the Western golden grist 
Can be reached best by the list 
Of the C. N. U. 





Chicago Newspaper Union, 


: 87 to 93 South Jefferson St., 10 Spruce Street, 
: CHICACO. NEW YORK. 
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The 
Chicago Dispatch 
Is a Winner! 


This fact never has been denied. It is admitted 
and acknowledged by the best journalistic au- 
thority in this country. 


/t has Broken all Records. 


All journalistic achievements in the way of 
growth and influence have been surpassed by 
Chicago’s youngest daily. 


Why Does this Paper Succeed ? 
This is a question that can be answered very 
easily and in such a manner as to leave no un- 
certainty. 


It is the Paper of the People. 


From the day of its first issue it has been a con- 
stant advocate of the people’s interests and has 
never wavered or retreated. 


Correct Principles are Behind it. 
It prints all the news all the time. It is Inde- 
pendent, Aggressive, Enterprising, Honest, Fear- 
less and Wideawake. 


You can see this Paper Grow. 


Examine THE CHICAGO DISPATCH and 
compare it with its local contemporaries. It is 
ahead in news, in circulation, and in business 


support. 
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Women 
Watch 
For 


The 
Item..... 


The Philadelphia Item 


Is, first and above all else, a Home paper. 
Women look for its coming every evening on week-days 
and every Sunday Morning. And women are the prin- 
cipal readers of advertisements. 

THE ITEM has a circulation larger than any Daily 
or Sunday paper in Philadelphia, and double that of all 
the other Philadelphia afternoon papers combined. It 
is a mild statement to say it is the best paper in that 
city. Its circulation indicates that it is the most popular 
many times over. 

To reach a MAJORITY of homes in Philadelphia 
an advertiser is compelled to use the columns of THE 
ITEM. They can’t be reached through any other 
medium. 

Daily Circulation, 189,100 
Sunday “ 215,220 
Weekly = 71,884 
*$#@OOOGee-- 
Ss. C. BECKWITH, 
Sole Agent Foreign Advertising, 
The Rookery, Chicago. Tribune Building, New York. 
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Scattle 
Post-Intelligencer----- 


Every intelligent advertiser knows that, in 
placing new articles on the market and in 
keeping old ones before the public, the 
great newspapers of the country are the 
most effective mediums. This is because 
they have a large and prosperous con- 
stituency, with ample means to supply their 
wants. The great newspaper of the State 
of Washington is the SEATTLE POST- 
INTELLIGENCER. It has no rival, no 
peer, and stands absolutely at the head 
of the newspaper procession in the great 
Puget Sound Region. 


OE KGB RS: Beis 


MELEE ype ig Se icon. 


KNOWN CIRCULATION : 


Daily, Exceeding = 14,000 
Sunday, Exceeding = 15,000 
Weekly, Exceeding = 15,000 
--00@@OOee-- 
A. FRANK RICHARDSON, 


Chamber of C ce, Tribune Building, 
CHICAGO. NEW YORK. 
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PRINTERS’ INK. 
A CLOCK FOR THE LOCAL REPORTER, 


THE INVITATION. 


In PrinTERS’ INK for May Ist the 
llowing announcement appeared : 
TO THE LOCAL REPORTER. 


In every village and hamlet in the United 

ates there are persons who use the Ripans 
Tabules. They are only useful for disorders 
esulting from an impaired digestion, but 

tty nearly every human ill hinges upon 
this very cause, p to the present time the 
ise of the Tabules has been most common 
among the rich or well-to-do, the educated 
and most intelligent ; although the poor, and 
the people who have little time for education 
and none for the elegancies of life, outnum- 
ber their more fortunate neighbors more than 








— 














rake A Wk 


. 








a hundred to one. These poorer people are 
the very ones who will be most benefited by 
the general distribution of Ripans Tabules 
until they have a place in every house in the 
land. he advertisements of the Ripans 
Tabules are written by educated men and 
women and appeal to those of the same class 
who live in comparative elegance and luxury. 
More effective advertisements could be pre- 
pared by men of experience as reporters, by 
learning from the local druggist the name of 
some person in a humble walk of life who 
has used the Ripans Tabules, and visiting 
and discussing with that person the ills for 
which the Tabules are a remedy, and the 
satisfactory results arising from their use. 
Such an interview, with name, date, street 

mber or exact address, with autograph of 

¢ person interviewed if available, would 
rove a valuable advertisement and, being 
set down in the very words used, will convey 
the correct meaning to other poor and humble 
folk in the same or a similar walk of life. 
lhe ordinary advertisement prepared by the 
id-smith shoots over the head a ninety and 
nine of the very people for whom the Ripans 
Tabules are eventually destined to prove 
such a boon. 

An appeal is hereby addressed to every 
cal newspaper reporter, and to every per- 
son who is somewhat practiced in writing, to 
make an attempt at learning and committing 
to paper the views of one or more of humble 
persons in modest circumstances residing in 
the near neighborhood, who have already 
learned the value of the Ripans Tabules. 
Try to tell the story in the actual words and 
to preserve the pronunciation—to tell the 
story exactly as it was learned. 

For every satisfactory example of such a 


ae | ; 
report sent to the Ripans Chemical Company, 
No. 10 pane Street, New York, that Com- 
pany will send two of the Mantel Clocks 


here pictured, one to the reporter and another 
to the person interviewed. 
THE RESPONSE. 
To the above invitation the follow- 


ing was the first response : 
Orecon, Wis., May 6, 1895. 
—- Chemical Co., New York: 

}ENTLEMEN—Secing your request in Print- 
ERs’ Ink of May 1st for a report from people 
using Ripans Tabules, decided to try my 
hand in securing at least one. 

Found by inquiring at the drug store that 
this remedy was not kept on sale there, but 
ye peep A the next day found a person who 
had used the tabules, having been induced to 


try them by a sister who resides in a neigh- 

boring town. 

The a interviewed, Mr. A. P. St. 
0 


John, of this town, was not very communica- 
tive, but by much “ pumping” gleaned the 
following : 

THE TESTIMONIAL. 

“ For a long time I have been more or less 
troubled with dyspepsia. Having consider- 
able hard work to do, if I idliowel the crav- 
ings of my appetite it was sure to result in 
those terrible distressing pains of the stom- 
ach. When in the most agony I would en- 
deavor to obtain partial relief by some 
‘grandmother’ treatment, which, if of any 
benefit, was to strengthen the imagination 
that the distress was a trifle less. At times 
I have suffered intensely. While visiting my 
sister Cora I was recommended to try Ripans 
Tabules, which I soon discovered were a 
blessing to mankind. Now I am never 
without them, and am pleased to recommend 
them as a Godsend to those troubled with 


dyspepsia.” 


a? oh 
Dy, 


AS 


This is the signature of the gentleman 
whose testimonial ts printed above. 

This is one person’s story. If the above 
meets the requirements of your request, will 
be pleased to serve you again. 

Youn respectfully, 


P.S.—Send clogk to my address, Oregon, 
Jis., “care of Oregon Observer.” 


CONCLUSION. 

Inasmuch as Mr. Williams’ interview with 
Mr. St. John resulted in precisely such state- 
ments of fact as were desired, the two clocks 
were immediately forwarded as promised. 
Since then about five dozen clocks have been 
forwarded in payment for a similar service. 
More of them are still to be had on the same 
terms. All communications should be ad- 
dressed to The Ripans Chemical Company, 
No. ro Spruce Street, New York, 
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New York Recorder 


Of Fune 14th, 1895, savs Editorially : 


‘« The earnings of the Brooklyn ‘ L’ 
road have increased for the current 
year at the rate of about $37,000 a 
month. This is one of the ways the 
people of Brooklyn are taking to let the 
trolley managers know what they think 
of them. Every good citizen, who can 
afford the time and effort to walk to 
an ‘L’ station, instead of taking a sur- 
face car, helps five cents’ worth every 
time he does it toward forcing the 
trolley tyrants to their knees.”’ 


Now, we don’t know anything about 
“trolley tyrants,” but we do know that there 
are nearly twice as many passengers carried 
on the Brooklyn ‘* L’”’ daily than for the 
same period in 1894. 

The Advertising Now, on cars and 
stations, is without exception the Best 


in appearance ever seen on any railroad 


the world ! 


WRITE US coma RATES. 


D>ODOD> 


Carleton & Kissam 


35 Sands St., Brooklyn. 
50 Bromfield St., Boston. 
Postal Telegraph Bldg., New York. 





PRINTERS’ INK. 


(x) 


Wisconsin 


we control all the 


Street Car 


ADVERTISING 
IN THE CARS OF 


Milwaukee, Madison 
and 


West Superior. 


ALL BRIGHT, LIVE CITIES. 


CARLETON & KISSAM, 


Matthews B’ld’g, 3d and Grand Ave’s, Milwaukee, Wis. 
Boston. New York. Chicago. 
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Advertising in the wrong 
medium—barking up the 
wrong tree—is an error 
common to the experienced 
advertiser. 

The newspaper forest is 
so full of trees that he be- 
comes confused. In his per- 
plexity he often does his 
barking at the first tree he 
comes to, and barking up 
the wrong tree is expensive 
and disastrous. 

We have been locating 
trees for 30 years. Our ex 

perience is such that we can go to the 
right spot in the forest every time. 

Each newspaper tree has virtues pecul- 
iar to itself. This one is the place to 
bark about perfumes; that one is the 
place to bark about fire-arms. 

Knowing which is which makes our serv- 
ices of great value to advertisers. 














The Geo. P. Rowell 
Advertising Co., 
10 Spruce Street, 
New York. 











